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Advertiser's 


Weekly 


THE ORGAN OF BRITISH ADVERTISING 


Take the necessary 
Schweppes- IN COLOUR 


SCHWEPPES know that much of the 
attraction of a drink derives from its 
sparkle and glow. They therefore take very 
necessary Schweppes by using full colour 
in Odhams Periodicals. The result is a 
dominating and enticing series of adver- 
tisements. This fine idea, superbly executed 
and faithfully reproduced, proves once 
again that full-colour in these three No. 1 
magazines gives the greatest impact 
known to modern advertising. For any 
product—established or new—Odhams Big 
Three are the media that multiply sales. 


Reproduced by kind permission of Schweppes Lid and Clifferd Bloxham 
and Partners Led 
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SPARKLING 


ILLUSTRATED JOHN BULL 
2,226,725 — A.B.C. 1,129,423 — A.B.C. 1,000,898 — A.B.C. 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, W.C.2 


TP ae got. oaeee fa a. pee | ae, ee ri 7 RS — —- ae 2 Sg 7 
ee Si, et pet » hee a i hd” r i ays oe 47 a a eee aie 
, < . 
MW X ” ‘ , 
a 
ue r . 
— wae 
. fs y in 
ee . - 
| re, it 
. Ss | 
is q = 
-.. 
1a | f 
4 . 
q ie. 
agen 
e om ; 4 ~- 
oe is ad (a 
oe i +3 # a ‘. 
ae ‘be : on % i yy ‘ 
ve Pes ae : 
4 ae at 
x : = j ape 5 roar | 7 
ce re a > > ee —: ki : ! 
tir e i: : . a ec: 
| : oe q ,. oe 
‘ e Ba 4 , Sane =. ; ze 
ree . S 4 — a ia 
~ 3 ia ae 
af ; 2 | la ; 
; 4 = “aie ‘oe 
ane .. 4 n 
: " a ¥ Se 4q , 
_ An a 
a ‘ —. 4 ‘ 
ao a a - 3 -  « : 
: S es ie i. | 
ae is fe a 
ee i — ae : 
» Be. pore Sas > ae hy ee. Vay Ri ae = aoe 4 — 3 : 
Bee ema cial a aon f if 
a cg i oe a er ay 
fo ; es . = 22 > 
$e > o ee +, . 
ak wane + me i 
cee —" aa — 
3 : * Aes & < J ‘ 
J a ‘ ’ 
| g > ae oCnweppe 
ws ad e\ Pei: 3 
7 wer, 
a ‘% cy é sd , 
ts | Sees 2 ~J ‘bea ee 
Syn a oom oe ” E y a Jef, , ; 
Pes , Be a ei ¥ y. os an ; 7 
ig ; : 5 Soa, a ere 7 | 
Par ete > fees > my l 4% 4 
*. F J . 4 7 2 ' th. we “ “| : = % : -~s ets: be = s. 
as ne 2 ae Sige | an Ls me. we a Ve geht” ‘ 
Se ad — : , bh. 7 __ i om Seria br ais ot 
— ae 2 ie aan /~s. ‘SS ee ark Je 3? ee cad 
ey ie eS oa ' bs nae + Yea p | i, | dade toall 4 fe 
a ,: i —_ ea hrs 4 7 a “ee 2s pe a ae 
Re “4 % = Petits aaa * : Se —=—  - : : © she he here 
ea: = => Ss . > = => 
Ba Fe — - 1 _— 
ae Aenea 08 
oe 
4 , ee a 
gs 5 egg ee apenas - 
a “oO . ee oe : 5 een bites Oe 2. i. 7 ‘ 


iin, 


ADVERTISER'S WEEKLY 


CHILDREN’S ART 
EXHIBITION 


The fifth National Exhibition 
of Children’s Art, sponsored by 
the Sunday Pictorial, was opened 
by Sir John Rothensteia, director 
of the Tate Gallery and one of 
the advisory committee respon- 
sible for the exhibition, on Friday. 

Herbert Read the eminent 
authority on child art and also 
a member of the advisory com 
mittee, said that in the opinion 
of the selection committee, this 
was the best exhibition so far 

Philip Zec, on behalf of the 
organisers, said that the Sunday 
Pictorial was eatraordinarily proud 
of the enormous success which 
the young, talented artists and 
the distinguished advisory com 
mittee had given them 

He mentioned that since the 
Exhibition started in 1948, there 
had been a large number of re 
quests for it from many other 
countries, including Canada, 
New Zealand, India and Japan 

“Indeed,” he said, “this week 
the exhibition which was here 
last year is in New York, where 
it forms part of a special Art 
Conference held at Columbia 
University Teachers’ College, and 
after that will tour America 
under the auspices of the 
American Kederation of Art.” 

After its London season, 
exhibition will be shown in 
Glasgow and other centres 


Ireland and exports 


Continuing his European tour 


Dr. Bric W. Stoetzner, director 
of foreign advertising for the 
New York Times. has been in 


Dublin during the past week and 

at the invitation of Coras 
Trachtala Teoranta (the govern- 
menmt-sponsored dollar-drive or- 
ganisation) addressed members 
of the Publicity Club of Ireland 
and the Irish Exporters’ Associa 
tion on “Can America Be Made 
Import Conscious’’ 


To The Editor. . 


. 
Prestige of 
. 

serious press 

Sm.—I read with interest your 
correspondent’s article on the 
serious press (August 28). How 
rght he is when he says “it is 
important to take time out now 
and again to examine the very 
valuable services these magazines 
can provide for bo. large and 
smal) advertisers.” But just how 
many space buvers in agencies 
to-day do this? Few. in my ex- 
pernence, could eve. name the 
“big six” in this field 

Since the last war these journals 
have grown in prestige and in 
fluence, yet as advertising media 
they are sadly overlooked. Proof 
of this is shown in the number 
of casualties im recent years 
Many famous journa’s have had 
to cease publication because of 
lack of advertising :evenue. 

Undoubtedly the serious press. 
or opmion journals as they are 
sometimes called, render a great 


service to the nation providing 
informed comment, good writing 
and independent thought on 
public matters of the day. They, 
like their contemporaries, are de 
pendent to a large extent for thei: 
existence on the support they 
receive from advertisers. ADVER 
rrser'S Weekty has rendered the 
advertising world a great service 
by publishing ths survey 
“THOUGHPFUL 

(Name and address supplied) 


Grave issue? 


Sin.—The indignant editorial 
comment in Men's Wear that the 
Corvette announcement in 


Chemist and Druggist is “knock- 
ing copy” raises some very pro- 
found issues. (Give them Socks, 


ApverTiser'’s WerkLy, Septem- 
ber 4.) 
The editor takes exception to 


the amusing cartoon figure of a 
puzzled young woman and the 
copy which says: “She'd bought 
her husband tices—but they were 
too loud. She'd chosen socks— 
but he wouldn't be seen dead in 


them, the brute.’ 
Might not the editor of the 
funeral directors’ journal also 


take exception to this copy which 
is obviously knocking at the very 
foundations of the undertaking 
business? 

H. Unperwooo THOMPSON. 


Planning Group, 
Greenlys Lid 


. . 

Jargon in the air 

Sim,--On page 410 of your 
issue of September 4. you report 
Beverley Baxter, MP. as stating 
that certain groups are applying 
for “radio time on sponsored 
television.” 

If this new medium should find 
its Way into advertising could one 
not attempt to develop a jargon 
especially for i’ Or are we 
doomed to be confused by TV 
space bookings, art work and 
finished lay-outs for the viewer? 


Exc GOLDSCHMIDT. 


Head of Radio Division, 
Voice & Vision Lid 


Broadcasts to 
Latin-America 


Sin,—-It 1s general'y agreed by 
all but the Government that the 
cuts in the Treasury's grant-in- 
aid to the B.B.C.’s Overseas Ser- 


vice were unwise These cuts 
were borne principally by the 
Latin-American service, one of 


the two foreign-ianguage services 
it was thought worthwhile to in 
augurate before the war. 

If reports of repre-cntatives on 
the spot, and of vissting directors 
and programme org. nisers are to 
be believed this service enjoyed 
great prestige on ihe Latin- 
American continent. Certainly its 
programmes were rc-broadcast 
by numerous loca! stations, 
though not by the really 
important ones. 

However, in its he, day, before 
the axe fell, there was quite a 
lot of room for improvement in 
the service. 


Perhaps the best ‘hing, if the 
service is ever restored to its 
former size, will be for the Board 


of Trade to buy two weekly half- 
hour spots on the L«tin-America 


transmission and produce docu- 
mentaries and planned magazine 
programmes on British scientific 


and industrial ichievernents, 
together with a week|y or month- 


ly survey of our export trade 
(a description of the riggest order 
of the month foi instance). 
These programmes would also 
help to combat certain false im- 
pressions published in voluminous 
American techaica! journals 
overseas. 


Micuaet J. Firzparrick. 


57 Hillside Gardens, 
Edgware. 


. . 
Publicity for 
4 
productivity 

The various channels for the dis- 
semination of productivity teams’ 
recommendations are summarised in 
the final report of the Anglo-Amer:- 
can Council on Productivity 

These include: conferences, often 
sponsored by trade associations, 
publicity in union journals, films, 
and works pamphlets. 

The British Institute of Manage- 
ment has made the specialist reports 
one of the main features at its bi- 
annual conventions; and the 
Central Office of Information maga- 
zine, Target, reviews team reports 
regularly. 

While the Council offers guidance 
on the drawing up and execution of 
a dissemination pope, it is the 
industry's responsibility to direct 
the programme. 


Festival boost for 
tourist guides 
The plan to stage An Tostal—the 
Ireland at Home Festival—neat 


spring is providing the incentive to 
publishers to produce new guide 


and Cork, is to produce the Dublin 
Corporation official guide. 

Another publication, 
at Is. 6d., is Eating and Drinking in 
Dublin, to be published by Dublin 
Guide and printed by Irish Printers 
Lid., Dublin. 

Current Events, oduced by 
Current Events, 114 Grafton Street, 
Dublin, has just made its appear- 
ance. 


ORFOLK STUDIO: 


24,BRIDE LANE, LONDON, E.C.4. Tel. CENTRAL 3172 
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Link your 

advertising with 
**Ann Seymour's 
Personal 

Book of Beauty” 


Britain's great beauty 

expert covers the entire feminine 
field from figure to 

fashion in this immensely 


pepular monthly series. 


A |W BURNETT, Advertisement: Director, THE AMALGAMATED PRESS. THE FLEETWAY HOUSE, LONDON, EC, CENTRAL 68080 


a pest 
seller! F 


Woman and Beauty, Britain's leading Beauty Magazine, has ‘ 
the most powerful influence on the sales of beauty products. 

Ann Seymour’s Personal Book of Beauty, commencing in the 
October issue will act as an added stimulus. 

Do not miss the impact of this new series in which Miss 


Seymour covers the entire feminine field from figure to fashion. 


WOMAN and BEA 


Britain’s Leading Beauty Magazine 


AN A.P. PUBLICATION - PAGE RATE £150 - 1/6 MONTHLY 
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The Surf pack, revealing the letter 
ing in which the product's name will 
also appear in press advertisements 
and on hoardings The name is in 
vellow with black shadow, agains 
white bubbies on a blue background 
White lettering on a red strip 
claims Out-dates every washing 
product.’ 


Travel ads. for 
Coronation year 


Keynote of advertising in the 
overseas press by the British 
Travel and Holidays Association 
during the period October-March 
will be “Come to Britain wn 
Coronation Year.” 
Campaigns are procted for 
the U.S., Canada, Latin America, 
Sweden. Norway, Denmark 
Holland Germany, Belgium 
France, Switzerland, and Italy 
Full-colour bleed pages in mass 
circulation media will be a fea 
I campaign 

Ogilvy, Ben 

Incorporated 

supported by a measure of news 
Paper advertising in key cities 

In Canada also-—where the 
Association's advertising Is 
handled by MacLaren Advertising 
Company Limited —- magazines 
and newspapers will be used. A 
feature of the Canadian campaign 
will be the use of farm journals 
in an endeavour to promote 
after-harvest travel to Britain 

Campaigns in Western Euro 
pean countries are fixed to com 
mence in February 1953. Latin 
American advertising in October 
1952. Colman, Prentis & Varley 
Limited are responsible for the 
Association's advertising in both 
these areas 


Levers will stage ‘biggest-ever 


campaign for *“Surf* 
NEW DETERGENT CLAIMS ‘CLEANEST 


WASH AND WHITEST BOIL’ 


HE “most powerful advertising campaign ever undertaken 
for any product” will back the launching next week of 
Surf, the new-to-Britain Lever detergent. The press, posters 
and films will be used on an unprecedented scale. Lintas Ltd. 
are agents. 
Lever Brothers Ltd. are giving 
a “Surf Party” on board H.Q.S 
Wellington on the Thames on 
Tuesday at which particulars of 
the product will be made known 
ADVERTISERS WEEKLY under- 
stands, however, that initial distri- 
bution will be throughout 
London and the south-east corner 
of England 
Retailers have 
all their customers on 
toral roll will receive 
worth Is. 4d. which will enable 
them to buy a Is. Ild. “family 
size” packet of Surf for seven 
pence Coupons will be re 
deemed at full face value, and re 
tailers will receive a handling 
al'owance of 2s. for every hun 
dred The offer closes on 
October 31 
A special display bonus of 6s 
a gross is offered on initial orders a 
Surf is packed in only one size 
Price to retailers is 240s. a gross 
with a cash discount ranging from 
24 per cent to 64 per cent accord 
ing to the size of order 
These are some of the selling 


used 
like magi “Surf 
really clean,” “Out 
dates every washing product 
Surf gives the cleanest wash 
and the whitest boil 

Copy lines include the claim 
that Surf “gives masses an 
masses of lather—deep-cleaning 
lather that gets out the hidden 
dirt which no other product can 
touch.” 

Following the introductory 
campaign, publicity 1s expected to 
stress this “deep-cleaning™ angle 

There has been no cam 
paign im this country tor Surf 
which has been on the American 
market for some time Instead 
intensive market research was 
carried out with the co-operation 
of thousands of families 
Footnote: Latest Rinso offer is 
case containing 25 needles in 
return for four carton tops 
Stergene copy in the trade press 
has a “no tricks” slant: “We 
lon't give Stergene away, we dont 
offer Stergene at cut prices; we 
don’ make conditions of sale.” 


slogans which will be 
Lathers 


clean 


told that 
the elec 
coupons 


been 


test 


| Cheaper paper 
_ for wrapping 


Farther reductions in prices of 
wrapping papers have been an 
nounced by British mills. Pure 
Kraft has been reduced by i15 
per ton, imitation Kraft by 4&5 

ton and MG. Sulphite by 

per ton These reductions 

to bag reels; the extra 

charge for sheets is increased 
from £5 to £6 per ton 

These reductions bring the 
current minimum mill prices for 
the papers involved to the follow- 
ing level (per ton in each case) 

Kraft (pure)}—-10 tons and over 

bag reels) M.G.-£92 10s; 
unglazed-——£90 12s. 6d 

Kraft (imitation)—10 tons and 

over bag reels MG 
£67 2s. 6d.; unglazed £65 Ss 

M.G. sulphite (10 tons and 

over bag reels): £94 Ss 

Producers of certain classes of 
printing papers are to meet 
shortly and it is considered likely 
that lower prices will be an- 
nounced for these papers also. 


Hat campaign 


“ht has been proved that hat dis- 


plays sell hats,” states a folder sent 
to 10,000 retailers by Men's Hat 
Promotion Lid., announcing a new 
co-operative advertising campaign 

The folder gives details of “the 
most concentrated and telling cam 
paign for men’s hats ever put before 
he public 
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Television has NOT affected 


cinema attendances 


12-MONTH SURVEY GIVES FACTS 
ON SCREEN AD. AUDIENCES 


The cinema audience js broadly 
representative of all sections of 
the community 

Lew than five per cent of the 
audience arrives after 5 p.m. 

There is little seasonal change 
in «cinemas attendance =—_ and 


THES! 


audience composition. 

Although sales of television 
sets have been expanding during 
the last year, cinema attendance 
has apparently not been affected, 
even in arens where IVY was 
introduced for the first time. 


facts have been brought to light by a 12. months’ 


research carried out by Research Services Ltd., finding of 
which are announced in The Audience For Screen Advertising 
published to-day by Theatre Publicity Ltd. 


The Survey said Dr Mark 
Abrams nanaging director of 
Research Service and co-author 
of the book with © yrus Ducker 

tor of London Press Ex 
< we Ltd has cleared up the 
blurred edges of what was already 
known We only had the Board 
{ Trade figures of weekly attend 
an They gave us no indication 
f how many of the audience 
we vildren. how many arrived 
too late to « advertisements of 
how mar go on Sundays when 

advertisements are shown.’ 


13 million audience 


A booking at all cinemas which 


stlow advertising would. in one 
week. be shown once to 13 m 
n adult peoy saves the book 
ind more thar mec to many of 
them 
If the weekly bookings were cs 


wed through tour weeks the 
not only continue 
to be shown to the same number 
week bur would 
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Esomar: Durant 
is president 


Opinion, was elected president at 
the biennial elections for the 
Council of the European Society 
for Opinion and Market Research 
at Elsinore, Denmark. 

Georges Serrell (France) was 
elected vice-president, and other 
members of the Council were A 
Bakker (Holland), P. Devrient 
(Switzerland), Professor P. | 
Fegiz (Italy) and Dr. C. Kap 
ferer (Germany) 

The following British represen 
tatives Were nominated for sub 
committees H. S. Benjamin 
(Practitioners’ Responsibilities and 
Rights), Graeme Cranch (Stan 
dards and Ethical Practices and 
Documentation), A. P. McAnally 
(Standard Terms and Definitions) 


‘ADS. ON CA 


lor using a motor vehicle 
“wholly or mainly for the purpose 
of ady t” at Westminster, 
a retired naval officer Lt.-Cmdr. 
W. G. Boaks, DS.C., was fined 
£2 with three guineas costs, at 
Bow Street Magistrates Court on 
Friday. 

He was summoned for breaking 
a regulation applying to a three 
nile adius of Charing Cross 

(Cmdr. Boaks agreed that he had 
driven a car at Whitehall Place 
Wes nster bearing placards 
lealing with a campaign for equal 
May YY women 

Th magistrate, Mr. Frank 
Milton, said that he was satisfied 
that Cmdr. Boaks thought he was 
acting within the law and, there 
fore dealt lemiently with the 
matter 
Cmdr. Boaks had contended 
that he Was not using the car 

uniy for advertising. but to 


! letters. His defence also 
on the literal meaning of 
ad tising.” 


The police were represented by 


H.W. Messer, who quoted 


TWO FREDS 


Quick runs bring in 
the money 

The “incentives scheme” 
soon began to pay good divi- 
dends for NABS in the Two 
Freds’ cricket match at Hur- 
lingham yesterday (Wednesday). 

In the first hour 15 boundaries 


were scored for which Jack 
Everett gave 2s. 6d. cach; two 
mighty sixes brought an extra 
£1 apiece from J. Harrison 


Haworth, Gordon Millem, and 
H. A. Sheppard with a further $s 
each from Jack Everett. Twice the 
wicket was spreadeagicd £1 from 
Gordon Fathers; two catches—4l 
from Reg Palmer 

A further £17 was realised by 
the time the Advertisers and 
Agents, who were batting first, 
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The skippers toss up: P S. M. Auld 
(Advertisers and Agents) and 
H. HI. Gibbons (Press and Print) 


declared at 228 for one hour 
after lunch. A. Hayhurst helped 
by hitting four sixes. 

Hayhurst and L. W. Louis each 
topped S0—for which Dick Sim- 
mons gave £2 2s 

The Press and Print side scored 
slowly with five fours in the first 
45 minutes. H. L. Clarkson took 
on the boundary obligation for 
this innings 


4: Hurlingham to see 
make a success for N.ARS 
Dudley 


Turner, Fred Slaughter, 


game their behind-the-scenes efforts helped to 
Left to right 
Mel Ray Nash and Harold Fish 


John Sime,.J. W 


Barney, 


from the 1924 London Traffic Act 
some of the purposes for which 
the Minister might make the 


regulation which Cmd Boaks 
was accused of infring 
One of these purposes. he said 


was for estricting t use of 


vehicles and of sandwich men and 
other persons in the streets for the 
purpose of advertising such a 
nature. Or in such a mer, as 


o be likely to be a urce of 


danger or a cause of truction 
to traffic.” 

Mr. Messer though t Cmdr 
Boaks’ advertising was \ikely to 
De a source of dange) a a cause 
of obstruction becaus vas such 
a “blatant distraction 

After referring to ral dic- 
thonary definitions idvertis- 
ing™ Cmdr. Boaks < ed that 
the notices on his car did not 
come under any of then 

! feel that the ion was 
never meant to ap » social 
eform propaganda leclared 

He resisted any tion that 
the car was a sourc inger 


I feel that these points needed 


R’ MAN FINED AT BOW ST. 


ventilation, otherwise 1 would 
not have stuck my neck out,” he 
said, 

The magistrate said that it was 
an interesting and rather impor- 
tant case 

“It appears clear to me. that, 
to put it mildly, the use of this 
vehicle with its extremely decora- 
tive aspect, was, if not wholly, 
certainly mainly, for advertising 

“Looking at the purpose of the 
regulation, and having regard to 
the fact that any form of adver- 
tising whether it is commercial, 
political, religious or charitable, 
may equally cause the obstruction 
or danger that it is the object of 
the 1924 Act to avoid. I am driven 
to the conclusion that the proper 
interpretation of that word in 
the regulation is the strict one 
including any public announce- 
ment Or warning.” 

He added that it seemed diffi- 
cult to distinguish between what 
Cmdr. Boaks was doing and what 
political candidates did at election 
tume. 
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G.P.O. receive Beecham Group to expand 


their radio advertising 
PRESS APPROPRIATIONS UNTOUCHED 


newspapers 
TV applications 


The G.P.O. has confirmed re- 
ports that several national news- 
papers have applied to the Post 
master4jeneral for licences to 
Operate commercia, television or 
radio stations if and when they 
are permitted in Britain 

The Daily Express and Daily 
Mail are among the applicants 

An Express spokesman said 
“We are making sure that we are 
in the vanguard should sponsored 
TV ofr broadcasting be intro 
duced.” 

Kemsleys refused to confirm 
reports that they have applied for 
a leence 

The Daily Mirror ww also re 
ported to have applied 

It is understood that Odhams 
are examining the prospects 


A GOOD TIME 
COMING... 


There are better times ahead 
for national newspapers This 
forecast was made by Morley 
Richards, news editor of the 
Daily Express, when he addressed 
the British Association of 
Industria! Editors on Tuesday 

“Things look very promising” 
he said. Most of the national 
papers were crowding in ads 
about chloryphy!! The Daily 
Express was running its first full 
page advertisement since 1939 for 
which they were being paid 
£5,000, and Levers were launch- 
ing a new detergent with heavy 
advertising 


The London Press Exchange 
have been appointed as radio ad- 
visers and booking agents to 
Beecham Group Lid., who are to 


Early in October three new 
radio programmes sponsored by 
Beecham products will start on 
Radio Luxembourg A fourth 
programme begins on October 26 

“Show Time” from the London 
Palladium—-a one-hour variety 
programme——will be sponsored 
by Lucozade, Phensic and 
“What's My Line?” a 
radio adaptation of the popular 
television show wil! have as its 
sponsors, Beecham's Pills and 
Beecham’s Powders, and a new 
football programme “It's a Goal” 

for football fans and pools 
competitors—will be sponsored 
by Brylcreem. In this last show 
Bernard McElwaine. of the 
Sunday Pictorial, will have a 
regular spot to advise on the 
coming week's footbal!l matches 

The fourth programme “Music 
by Melachrino” is a musical show 
which will feature guest artistes 
This show will be sponsored by 
Macleans and has been arranged 
by S. H. Benson Ltd. as a con- 
tinuation of the Macleans book- 
ing which they made last winter 

Commenting on this new devel- 
opment, a spokesman for the 
Beecham Group said: “It is our 
intention to build up a series of 
top-line programmes which will 


‘Municipal Journal’ is planning 
diamond jubilee issue 


On February 6, 1953, the 
“Municipal Journal” will publish 
its Diamond Jubilee issue, and 
advertisers are being invited to 
| soy wer suitable adv 
or inclusion, 

They are also asked to submit, 
where possible, materia] dealing 
with their companies’ activities in 
the local government market in 
the year 1893 the year in which 
the Municipal Journal was 
founded 

An article in the 1953 Muni- 
cipal Year Book and Public 
Utilities Directory to be pub- 
lished on Septembei 15, recalls 
the achievements of the late Sir 
Robert Donald. founder of the 
Journal and the Year Book. 
James Forbes, editor of the 
Journal, recalls that for the first 
few vears it was published under 
the title of London 


‘Enormous development’ 


It was for the most part con- 
fined to news and views about 
Metropolitan local government 
at the time when the new County 
Council was getting into its 
stride 

But there was an insistent de 
mand for adequate news coverage 


of the nation-wide services of 
local government. Thus it was 
that London changed its name 
Though in the course of years 
the Municipal Journal has added 
a number of suosidiary titles the 
better to emphasise its scope and 
policy, it remains to this day 
familiarly known thecuzhout the 
administration as the “MJ.” 

The growth and importance of 
the Municipal Journel have kept 
pace with the enormous develop 
ment of local goverment during 
the past 60 years. 


stand up to competition with 
radio advertising features from 
countries all over the world. We 
have in mind particularly the 
American radio advertisers who 
at the moment stand supreme in 
this field. Should these pro 
grammes prove the successes that 
we hope they will be. we will 
most probably use them on 
stations other than Radio Luxem 
bourg 

The cost of these programmes 
will not be taken from our ap- 
propriations for press advertis- 


Studied TV 
methods in U.S. 


Michael C. Folkard, account 
executive. McCann-Erickson Ad- 
vertising Ltd. has returned from 
a four week business trip to New 
York and Washington on behalf 
of his agency's London office 
chents 

Mr. Folkard. who is a member 
of McCann's newly-formed tele- 
vision committee. made an inten- 
sive study of the latest develop- 
ments and techniques now in 
operation in American ’ 

“While we in Britain can learn 
a great deal from American ex 
perience in the oasic funda- 
mentals of TV production techni 
ques, it requires something more 
than big star names and costly 
sets to capture and hold a British 
audience—day after day and 
week after week.” said Mr 
Folkard 

“It requires an extraordinary 
amount of talent, imaginative 
writing. and above all a clear 
recognition of the likes. dislikes, 
tastes and prejudices of the British 
public 

“When commercial television 
in Britain becomes a reality it 
will clearly be the prerogative of 
the advertising agency to select a 
suitable programme . to pro- 
duce it creatively, efficiently and 
economically in order to secure 
an ever-multiplying audience for 
those who can only afford to buy 
it in small denominations. as well 
as those who are able to afford 
the ‘giant economy size.” 


‘Abnormal competition is easing’ 


“Abnormal competition” is 
easing in tendering for advertis- 
ing space On passenger transport 
vehicles and properties on period 
contracts 

This is the opinion of H. J 
Mason, chairman. in his annual 
review which accompanies the 
accounts of Frank Mason & Co. 
Ltd.. and associated companies 

He recalled that last year he 
mentioned that tendering for these 
rights had become very strongly 
competitive, and that prices had 
been forced up, in his view to 


an uneconomic level. At the time, 
he expressed the view that this 
state of affairs would adjust 
itself, particularly because more 
and more transport operators 
forced with ever increasing costs 
were authorising advertisements 
on their vehicles as a way of 
raising their revenue 

There had now been definite 
indications that this abnormal 
competition was easing no doubt 
due to this increase in the flow of 
concessions and the lesson that 
had been learnt. 


ADVERTISER'S WEEKLY 


SPECIAL NEW 
FEATURES 


FOR ‘A.W 
. . j 

With the autumn publishing 
season now opening, “Adver- 
tiser’s Weekly” takes yet 
another step forward in its 
sing'e-minded service to British 
advertising. 

Its policy is clear cut: To give 
a still fuller and wider coverage 
of al! aspects of advertising news. 
to present the latest “know-how” 
of all advertising methods and 
techniques. 

Many new feature articles are 
planned for early publication 

@ One important new feature 
will be “Guest Columnist.” Here, 
week by week, men and women of 
the highest standing in advertising 

advertisers, agents, publishers 

will contribute their opinions 
on subjects of topical interest 
They will write what they think, 
without pulling their punches 
Discussion will be stimulated at 
the highest level. The names of 
some of the important contribu- 
tors to this column will be 
announced shortiy 

Another autumn feature will 

be an authoritative series of 
articles on “How to Plan an 
Advertising Campaign.” A com- 
mittee of well-known men in ad- 
vertising has been working on this 
project for some months. Theme 
will be an advertising campaign 
for an imaginary product the 
articles will deal with everything 
from planning the first steps in 
the campaign to the use of point 
of sale material in the final stages 
of merchandising 

@ “The Prevention of Abuse in 
Advertising” will be the subiect 
of three policy articles. Present 
machinery will be described, sug- 
gestions made for improvement 

@ “Focus on Marketing”—a 
series already interesting and 
helping many readers—will be 
continued. New and specialised 
methods will be covered. 


Hammonds United Breweries Ltd. 
are introducing a new ’ .B. 
wheel trademark, which will be for 
public house signs, on the brewery 


vans bottles and = presentation 

material. The general scheme was 

designed by Milner Gray, and the 

labels by Ronald Ingies, of Design 
Research U nit. 
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‘Radio Times’ 
circulation 


b 


i”) lao 


Speedy work 
p editior 


reakdown 


t has wc highest { 


Overseas 43 


al s 


srapn containing a 


Plattner’s victory the editor 
columns being backed up |} 
special Raleigh dealer advertis 
ments With 1 week of ti 
championships. a 20 in. x 158 

poster announcing Raleigh's wor 
title success was posted to eve 
Raleigh dea the country 


End of “A” and “B” 


Announc \ 
and “B" sys d ad 
sements h A i ‘ 
Courter stated Th ( 
way , sed t 
Ne AS sh i d 
h ‘ ‘ ‘ 
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press draws buyer 


inquiries: B.LF. tribute 


inquiries resulting from press refer- 


Namene 9 of business i 
- Lences to the British Ladustries Fair over the 


t three years 


shows that 50 per cent of such references which draw buyer 


inquiries appeared in trade 


journals. 


I Stated by J. M. Temple 

f the Fair's informatio 

{ This year an attempt 
heing made. he says, to bring 
) © BLE. exhibitors “the 
handsome part which trade 
' play every year in help 

cad interest in the Fau 


Ihe advance questionnaire. in 


im exhibitors to descnbe pro 
fucts which they w show, is in 
f fer c ruts de covers of 
whi imry a photo-montage of 
f noes ade to the Fair. and 
ducts shown there n the 
British trade press 
The analysis of business in 


es resulting from press refc 
Ter shows references 
n the shape of advertise 
ts, news paragraphs or photo 


these 


hs. bring in to B.LF. head 
afters an average ~ S000 
qu s a year from a parts 
{ the world. (This is a hidden 
i f buyer interest in the 


Fair never reflected in the officia 
ittendance figures. u is empha 
sod.) 

Although business inquiries 
iting from references 


e divided half as from home 


press 


and half from overseas firms 
here & Very ite » €kport 
angle to home qu 5 
British trade have a 
much livelier int nm over 
eas markets han can be 
deduced from rculation 
freures 
The “meatier” type of advertise 
it often found in a trade journal 
ror only draws business inquiries 
direct but often leads to a news 
f w-up which draws further 
nquiries indirectly, it ws stated 
In America the BLE. has car 
ed out for three ycars t 
ditortal-advertising technique in 
which paid advertising space is 
iwcd to display a photo and 
aption Results have proved its 
effectiveness 
Las years press Queslionnaire 
form, which featured the general 
press, stepped up traced reproduc 
tions of exhibitors photographs 
from 2,300 to 3,909. an increase 
if SS per cent, and was largely 
responsible for a@ first-ever size 
ible entry into the most difficult 
photo-market, America he new 


form states that over 35,000 press 


eferences to the 1952 B.LF. were 
based on information supplied 
by exhibitors to the BLP. press 


office 


Batchelors blanket trade press 
to introduce new campaign 


What is believed to be one of 
the biggest-ever concentrations 
of trade press advertising, involv - 
ing over 50 pages, is being made 
by Batchelors Peas Ltd. this 
month. 

They are taking spreads of four 

{ five pages in the following 

als The Grocer 
Fruit Flower 
Trades Journal 
Review, Scottish 
j Grocer Retail Fruit 
Trade Federation Review, Fruita 

Irish Grocery World, Finger 

wr, and Scottish F 

first of these special announce 
four-page in 
s« n The Grocer on Saturday 
\ other weekly publications 
SS vy their spreads this week 
nsuring the greatest possiblc 
Loncentration 
Challenge of the 

buyers’ market 

A introductory 

vead contains a Message Tk 
Our Trade Friends” from Lt.Co 
Maurice W. Batchelor, chairman 
« company, referring to the 

sproachine return of norma! 
ipply conditions and telling how 
Batchelors will meet the challenge 


Grocers 
and Vew 
The 


Trader 


(; é 


Care rs 


orum 


occupied a 


double- page 


f the buyers’ market. The next 
ages show how mediate and 
future advertisements will give 
to the trade. and carry 
sductions of half-page and 
far 


s17¢ idvertisements 


Batchelors Wonderful Peas” and 
checken noodle soup. which will 
appear in all nationals. The fina 
vage features a teaser about a 
tart-of-season windew display 
»onus for chicken noodle soup 

The advertising is handled by 
Mather & Crowther Lid. and ts 
1 forerunner of Batchclors big 


and adver 
the season 


new selling 
paren for 
Press ads. cut 

living costs 


sing cam 


A tnbute to the way in which 
press advertising helps to keep 
down the cost of living was paid 
by Col. Batchelor, at a sales con 
ference at Buxton. last Prday 

It was mainly through the ad 
vertising columns of the national 
and provincia ess, he said. that 
housewives were aDdle o judge 
he relative merits and prices of 


rival manufacturers, and find the 
best article at the west price 
lt was to the credit ot British 
press that they refus ro accept 
mislead advertisements and 
observed the samy erity in 
hoth wdvertisine editorial 


cnuarrins 


He added, “We know of 
nanufacturer’s trade canes that 
ymce were houschold words, but 
now are No longer heard. It was 
vot merely lack of advertising 
that put them dow yowever 
but their tota ability to 
compete.” 
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£17,310 


‘Sunday Express’ 
all-time ad. 
revenue record 


The highest advertisement re 
venue attained in a single 
issue of any newspaper in Britain 

daily weekly or evening 
£17.310-—-was claimed by the 
Sunday Express last Sunday 

best achieved by tf 
Express was L11.858 in 
paper of May 21 


ever 


A front 
continued 

How can a 12-page paper 
break the revenue record of a 32 
page paper? 

The answer. of 
sement like 
thing clse-—have increased 
siderably since 1939 

Does the new record indicate 
hat they are too high’ Here is 
the answer to that 


Page announcement 


s that 
every 
con 


course 


advert rates 


\ I2-page Sunday Express 
consumes 262 tons of newsprint 
In 1939 at £9 10s. a ton that 


newsprint would cost £2,489 


‘The paper on which to-day's 
issUe 1S printed cost £64 a ton 
That means £16,768 for the news 
print used in this single issue 
which is £14.279 more than the 
same amount of newsprint cost 
n 1999 


‘To meet increasing costs 4d 
was added last year to the price 


of the Sunday Express. That 4d 
less trade commissions, produces 
t4.398 to-day 

But even that stil] leaves the 
Sunday Express £9881 short of 
the amount needed to meet the 
staggering rise in the cost of 


newsprimt alone 

And in addition. of course 
wages, the cost of power, ink 
transportation, and al! other pro 
duction essentials are also very 
considerably higher.” 

Since 1928 sales of the Sunday 


Express have increased by 
2.589.189 copies per week. a rise 
of 406-15 per cent Sunday's 


print order was over 3,260,000 
* * * 
Circulation of the Daily 
Express averaged 4,113,228 copies 
a day during August. compared 
with 4.118.848 during July 


First full page 
since 1947 


The first full page advertisement 
to be accepted for any issue of 
the Birkenhead News group since 
July 1947 appeared yesterday 
(Wednesday). The issue contained 
20 pages with over 48 columns of 
advertisements 

Within four hours of notifica 
tion by L. L. Dean, advertisement 
manager, F. & J. Bentley, a loca! 
store, booked the space through 
Forbes Keir Ltd.. their advertis 
ing agents. This store only com 


menced advertising two and a 
half vears ago although it has 
been estab! shed 88 years They 
now take spaces twice a weck 


regularly 
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‘ 
ADVERTISER'S WEEFKLY 


Harrods, Catesby’s and Bourne & Hollingsworth 


Daily sila Mail. 


HARRODS FOR EVERYTHING & EVERYBODY — 


tutuma Drive to give 


or HIGH 
meee =6STANDARDS 
‘Sah AeOS 
' By Adurteng (amp 
fete Mel” nd 
Kacmmg We 


the Finest 
Go NO LOWERING 467 bu. | 
Dos al 


at all Price Levels 
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Value 


— 


(nee ee te 


EX-WIFE MISSING 


WITH CHILDRENS 


5 pea om 


Harrods hit the headlines with this special edition of the “Daily Mail 


‘Shock treatment’ tells Harrods 
staff about firm’s ad. policy 


A special edition of 5,000 was 
printed by the “Daily Mail” for 
exclusive distribution to the staff 
of Harrods Ltd., the Kaights- 
bridge store. 

It was exactly the same paper 
as the norma] editions except for 
the front page lead story This 
had been dropped and in its place 
was inserted the story of Harrods 
advertising policy for the autumn 

It stated Far too many 
people confuse ‘high quality’ 
with “high price’ and during the 
next few months we are making 
it our job to prove that Harrods 
do, in fact. cater for all income 
groups, that we have merchandise 
of the highest possible quality in 
a wide range of prices; that we 
offer value at every level.” 

This is to be the main policy 
of the campaign which will be 
concentrated im the national 
daily, evening and Sunday news 
papers. The primary task will be 
to tell this story by publicising 
quality merchandise in the less 
expensive grades 

The scheme 
series of extra 
ments in the 


will include a 
large advertise- 
Daily Mail and 
Evenine News Attention was 
drawn to the first of these—-on 
page three of the Daily Mail that 
day 

W. D. Hardie. advertisement 
manager of Harrods. whose idea 
it was, told ADVERTISER'S WEEKLY 
that the object of the special 
edition was to tell the staff more 
about the firm's advertising 
policy He described it as 
“shock-treatment.” 

The edition was delivered to 
Harrods at 8 am. By 9.30 a.m 
every member of the staff in 
London had received a copy. 

All editions of the Daily Mail 
that day carried an announce- 
ment that the store had booked 
the new “super solus” space for a 
special autumn series Similar 
bookings for Harrods were 
announced by the Evening News 


Londen estweek. 
wins in U.S. 


The American magazine Tide 
devoted a column to a Braemar 
advertisement in colour now 
running in the New Yorker 

Reproducing the advertisement 
Tide comments: “Copy and art 
in the American high fashion 
tradition make a strong appeal to 
quality and the ‘personal triumph 
of owning and cherishing a 
Braemar’.” 

The advertisement is the work 
of J. Walter Thompson Company 
Ltd. and was executed in London 


Bulb campaign 
aims more at 
middle incomes 


“Buy the best bulbs—plant 
them NOW!” is the theme of this 
year’s D.D.W.S. campaign for the 
Associated Bulb Growers of Hol 
land. First insertions are appear- 
ing now in a series of four ads 
which will run through Septem- 
ber. October and November in 
nationals, dailies and Sundays. 
provincials, and a long list of 
mass home circulation magazines, 
and in gardening periodicals 

Patrick Dolan, managing direc- 
tor of the agency. said 

“Last year we achieved record 
sales for Dutch bulbs and this 
vear we are continuing our efforts 
to open up the market by con- 
centrating our advertising impact 
more heavily on middle and 
lower income groups.” 

The ads. use the same poster- 
type technique as last year. 


Up the river 
The staff of Colman, Prentis 
& Varley Lid. and its associated 
companies went on a river trip from 
Westminster to Hampton Court 


They 


had ‘know-how’ and 


a full-page, 60 years ago 


THAT is believed to be the first whole page newspaper 
' advertisement in history can be seen at Catesby’s Ltd., 
the Tottenham Court Road lino and furniture store, who are 
now staging an exhibition of about sixty years of their adver- 


using 

lt appeared in the Morning 
Leader, May 31, 1894, and the 
copy includes the remarkably up 
to-date phrase We have the 
‘What’ and the ‘Know-How’.” 

The advertisement. a line draw 
ing, embodied a competition. It 
showed, outside the stores, a huge 
crowd of famous people whom 
readers were invited to identify 

“Drolleries” and “Rebus” ad 
vertisements are also featured in 
the exhibition. The former pro 
voked one of the earliest discus 
sions about the wisdom of 
humour in advertising. They con- 
sisted of imaginary monologues 

referring of course to Catesby's 

from characters from Dickens, 
Gulliver's Travels Alice in 
Wonderland and so forth. One 
actually had an imaginary speech 
by Lord Rosebery—used with 
permission 

The Rebus advertisement em 
ployed a comic drawing and a 
play upon words—such as a por 
trait of a proud allotment holder 
with the words “A lot to be 
Proud of is the happy 
session of the wife who etc 

The Detroit Free Press 
The Son of Temperance 


among journals in which adver- 
tisements appeared im 1890 
Comic booklets were much 
used by Catesby'’s. One of them 
reproduced a phonetic form of 
the word “Catesby” in Assyrian 
cuneiform writing! Advantage 
is taken of the fact that a col- 
lateral ancestor of the Catesby 
family was the Catesby involved 
in the Gunpowder plot, and 
among many documents on show 
is an authentic one signed by 
Guy Fawkes There is also a 
letter from Petty Officer Evans 
praising the quality of Catesby 
ling used on Scott's ship, the 
Terra Nova 

For about seven years W. E 
Catesby placed every advertise 
ment and wrote the copy, as well 
as producing booklets and cata- 
logues When the late. and 
famous James Peach Hunt 
joined the firm in 1901, a yet 
more prolific period of advertis 
ing ensued. Since 1940 the adver- 
tising Manager has been Miss C 
Treweek, who arranged the exhi 
bition and who herself produced 
the contemporary advertising in 
the exhibition. A few months ago 
Clifford Bloxham and Partners 
Lid. were appointed agents 
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Bourne s Hollingaworth a 


Bourne & Hollingsworth Ltd., launched their first advertising campaign 


for fifty years on Tuesday 
in the “Evening Standard.” 


This half page advertisement appeared 
Cecil D 


Notley Advertising Lid. were 


recently appoined agents 


MIDLAND PHOTOGRAPHERS’ ‘EXHIBITION | 


The increasing use of colour 
in magazine and commercial 
photography is refhited by the 
record number of colour prints 
in the exhibition of members’ 
work arranged by the West Mid- 
land Centre of the Institute of 
British Photographers, in the 


alleries of the Roya! Birming- 
am Society of Artists 

The exhibition slightly larger 
than last year, contains 267 prints. 
selected on merit from an entry 
of 600, and includes work by 30 
members, associates, and fellows 
of the Institute 
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NEWS ABOLT PEOP 


Sir Miles 


natch 8 


wins Mackintosh 


Medal 


award 


This years 
Mackintosh Meda! f 
personal service lo 
wi be nade { 


Thomas, president 


of 


the 


public and 


advertising 


Sir Miles 


the 


Adver 


tising Association 

The presentation will be at the 
snnual dinner of the Association 
on November 26, when a citation 
will be given recalling Sir Miles 
nany and distinguished services 
to advertising 

The Meda! was instituted last 
year as an award merit and 
was struck in commemoration of 
the Internationa! Advertising 
( onference Lord Mackintosh, 
president of that conference, was 
its first recipient 

. * - 

Mies Alice K. Fetstead. ade 
vont manager, Ideal Home Maga 

ne. retiring at the end of Ox 
ber after W vears with Odhan 
(See Mainly Personal page 468.) 

. * * 

R. FE. Gibson, who has looked 
after the terest f Industria 
Transport P atic Lid. im the 
Midlands fo yea s now taking 
over responsibil { dination 
of adv semen f Ty 
port Management kindred ¢ 
heations, and fk “ 
tact with dy dd 
represental s. work f irrcke 
taken by the managing ed Mrs. 
Christine BR. Taylor, He w n 


Hay nes 


Longley Lt ’ 
ponted H Cadman 
Manage ul J 
Manage 

. * 

Heary G. Payne, ao 

Ma Ra ge K ’ 
Kearns | ‘ 
Croor gic fo New 
(Thursday). His 
U.S.A. is bis awar 
Security Agency sche 
Mr. Payne, who is 


at 6 Syracuse «= University 
An m methods of 
n amd th months 1 


* * * 
Albert Milhado, director of Albert 
lo & Co. Lid., left Londor 
Aits ist week for a business triy 
Belgium France Spain and 
P H will be hack n 
l ton on September 22 
* * * 

Sir Noel V. Bowater has been 
appointed a vice-chairman of th 
Bowa Paper Corporation and 
G. W. Shaw has been clected a 
/ ~ of the board Sir Nox ‘ 

“ oimt managing director of 
How r Sales Company 

Mr. Shaw's appomtmen follows 
pon his appointment as deputy 
I tor of operations § of the 
Bowaftr organisation in the U.K 
iH a director und = general 

: of Bowater'’s Lioyd Pulp 

1 Paper Mills 

* * « 

I wenty-four-year old = Audrey 
Stewart, private secretary to ie & 
Cumner, labour advwer of The 
Newspaper Proprietors’ Association 

gning on taking up an appoint 
n the Middle East. Sclected 
f 100 applicants Miss Stewart is 
come private secretary to the 
ging director of Aden Airways 


diary of B.O.A.C.) and when 

flying elsewhere will ] 

ween Aden and Asmara (Eritrea) 
* * * 


Joining the AA 


osctiiia 


Patrick Home, of Remington 
Rand, Lid., will join the staff of 
h Advertising Association n 
October in place of F. W. Jefkins, 
who recently resigned. Mr. Hom 
who is married with two childrer 

d his carly training in adver 

e before the war wih S. H 

ia] m Lid After demobilisation 

from the Royal Navy he joined 

Philips Electrical Lid. as copy 

“ und contact executive and 
d the press officer Af 

y with George Cohen Sons & 

Co Ltd. (the 600 Group) in a 

vuimilar capacity he joined Remingto 

Rand Lid., where for nearly three 


T Leeds staff of Nevin D 
heir annual staff outing 


Hirs 
Some 


and the party as a whol 


Graham Speirs Peter 


Sherwood 
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James Hayes 


urs he has been engaged in pub- 
ations «work cluding the 
diting and produ t f their 
ouse magazine 
. * * 

Peter Sherwood, of overseas 
publicity section of P Protec- 

wm Lid t n Mond o take 
charge of h at on stand 
at the Zagreb | al Fair, 
which opens Sa 4 Whilst 
n Zagreb, Mr. Sherwood will study 
he put ity method ployed by 
ommercial firms in Jugoslavia 

. * 7 

Herbert Gunn ning the 
Daily Mail on October 6 as produc- 
ion editor, Mr. Gune a former 
editor of the Evening Standard. In 
hus new capacity he will be assisted 
by W. B. H. Eaton, who is pro- 
moted night editor, Eldred Reeve 
remains deputy editor, with Arther 
Wareham assistant edi 

. * * 

W. (Bill) Smith, speci! overseas 
representativ of ew Common- 
wealth, leaves by ait wards the 
end of this month for the U.S.A. 
This will be his 12th visit to the 
United States and his itinerary will 
nclude business calls in New York 
Detroit and Chicago He intends 

ynbining a bref holiday with this 
trip 

* * * 

Seamus Kelly. /rish Times column- 
st and dramatic cr has been 
ippointed publicity offi to the 
Insh Department of Health. As 
his 4 part-time appx ment he 
will continue his work for the Irish 
Times 

* * * 

Sir Basil Goulding, a director of 
several leading Irish companies, has 
jorned the board of th h Times 
Lid 

7 * * 

Robert R. Dunwoody, senior 
accounts executive, McC inn-Erick- 
son Inc.. Chicago, wh respon 
sible for the adve nd mer- 
chandising operations of the 
Internationa! Harvest Export 


ddvertising) Lid. » 
isited the Gentlemen 
e were in carnival mo 


Company in the United States, 
arrives in Britain by air on Septem 
ber 16. He will discuss new 
American marketing developments at 


McCann's London office before 
leaving for a tour of the Inter- 
national Harvester Company's new 
factory extension at Doncaster 

* * 

James F. Hayes circulation 
manager of Practical Press, resigns 
ut the end of the month to fill the 
newly appointed post of neral 
circulation manager in Dublin for 


Radio Review 
+. * * 


Graham F. C. Speirs has joined 
the staff of Associated Transfers 
Lid. as design consultant 


OBITUARY 
Sir H. Harmsworth 


Sir Harold Harmsworth, chairman 
of Westcountry Publications Lid, 


the Harmsworth Press Lid., the 
Western Morning News Co. Ltd., 
and the Western Times Co. Lid, 


died on Sunday in hospital 
Sir Harold Cecil Aubrey Harms- 
worth was the second son of the 


late Sir Leicester Harmsworth, 
Bart.. who was a brother of Lord 
Northcliffe. He was aged 55 and 
was unmarried. 


Sir Harold entered journalism on 
the Northern Ensign at Wick in 
1919. He was knighted in 1935 for 
political and public services in the 
West of England A connoisseur 
of art and of books, like his father, 
he made many notable gifts to the 
public galleries of Plymouth and 
Exeter. An activity more closely 
associated with his everyday affairs 
was his work for the Field distemper 
council, which proved of consider- 


able worth in controlling that 
disease He was clected to the 
board of the Press Association in 
1945 but had to resign at the end 


of the following year for reasons of 


health. 


coach and car to Scarborough on Saturday 
Players match at the Scarborough cricket festival, 
the Spa Royal Hall in the evening. 
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Now for 


+ 1953 


schedules 


Remember | House & Garden sells merchandise because—— 


HOUSE & GARDEN reaches the most responsive market— 
houseproud people seeking new ideas. 


THE 30,000 PEOPLE whe buy HOUSE & GARDEN 
gre buying people. 


HOUSE & GARDEN readers rely on this magazine 
to show them what to buy and where to buy. 


HOLSE & GARDEN featured merchandise has been 
the theme of 203 window displays in stores 


throughout the country so far this year. 


If you make or sell anything in 3 
for the house or garden 


you should schedule 


House & Garden 


Rates per page — Colour £135 — Black & White £89 


Over 3,000 people have visited the 

House & Garden Decoration Centre 

since it opened six weeks ago at 16 
Grafton St. W.1. 


CONDE NAST PUBLICATIONS LTO 37 GOLDEN SQUARE LONDON ws 
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First of 
Kingdom 


many which will shor 


this sign in the 


ereculed 


Lambe 


hy Speedway Sign Service for Churchill's 


bre 
h 


appearing 


Road 


throughout the United 
for Cinzano vermouth was 


Outdoor regulations are ‘grossly 
unfair’, council is told 


The 


ties ke 


Act enabling loca] authon 
challenge and 
advcrusemem hoardings 
attacked as “unjust” and 
unfai ut a Worthing 

Counci! meeting 

The Cé had decided to 
take action to secure the removal 
of 25 hoardings under the Town 
and Country (Control of Adver 
Regulations, 1948, and 
they instructed their engineer and 
to prepare a list Of cer 
the district for 
under the regula 


remove 
was 
rossly 


Rural 


yuned 


tisement) 


surveyor 
tain 
consideration 
tons 
Cr. E. Welford asked what re 
gard would be taken of contracts 
which might be running between 
the firms owning the large hoard 
ings and advertisers 
He hoped there 
power in the Act 
If there 
that 


mrinies 


poster sites in 


was mo 
fo ove rride 
was legisla 
with no com 
very 
and careful con 
sideration from the moral 
should be given 

Cr. H, E. Hiscock said compen 
sation, payable by the 
conjunet 


contracts 
fun fe do 
pensation were 


very serious 
pant of view 


county in 
on with the counci], was 
peculiar and grossly 


was payable the clerk 

pointed out, only for the cost of 
the actual removal of — the 
hoardings 

Cr. Welford 
be a party to 
unjust -despite 

7 & ak Oe 
where there 
leases 
sites 
have CAPE N se 
test 1 the courts because 
learsiation t vers 
flexible 


1 don't want to 
anything which 
“gisiat " 
(iret 
several 
being ’ on hoarc 
Why sho an 


to go to 


individua 


case 


Photo-engraving 
lectures 


Four courses of lectures on the 
principles of photo-engraving at the 
London School of Printing and 
Graphic Arts, Bolt Court, E.C.4, 
by H. M. Cartwright, are intended 
especially for artists, advertisers and 
printers. 

The lectures will be held on 
Wednesday afternoons and evenings. 
Fach course will consist of about 
ten lectures commencing on Octo- 
ber at 2 p.m. and 6 p.m., and on 
January 21, also at 2 p.m. and 
6 p.m. 

‘British cotton’ 
* . . 
exhibition 

An exhibition of “All British 
Cotton” will be held at the Colour 
Design and Style Centre of the 
Cotton Board, Manchester, from 
to-morrow (Friday), until Saturday, 
October 11 

It will include women's dress 
fabrics, cotton fabrics for men, con- 
temporary and traditional furnish- 
ings and domestic textiles. There 
will be a number of specially made 
garments in both men’s and women’s 
secoons, 


Wall maps for the 


Americans 


So successful has been the wall 
map, imcerporating advertisements, 
set up recently by the Davis Adver- 
using Service Lid., in the officers’ 
mess at Burtonwood, the American 
Ai Force base in Lancashire, that 
others are to be installed in the 
smp’s N.C.O.s" mess and the P_X 


The firm is also having success 
n Italy, and on Saturday two of the 
dorectors, B, Davis and FE. I Silver 
stone, left for that country ab one 
of their illuminated wall maps. 
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Marketing policy switch 


follows monopolies report 


Following the report of the 
monopoties commission on the 
electric lamp industry a sew 
stepped-up marketing ay 4 
designed to meet the change in 
selling conditions is 
by Ekco-Fasign Plectric Lid. for 
their Ekco lamps this winter. 


Retailers who in many instances 
previously were committed to 
selling only certain brands are 
now able to deal with firms who 
were “outside the ring Taking 
advantage of this, Ekco-Ensign 
ere offering more attractive re- 
bates and discounts to retailers. 
Dealers are being informed of the 
new publicity plans by a 20 in 
by 16 in. double broadsheet in 
two colours 


The campaign, wnich includes 


New Ekco showcard 


national trade and technical press 
advertising, is backed with an 
extensive supply of sales litera- 
ture in the form of catalogues, 
brochures, counter leaflets, deal- 
ing with every type of lighting 
a from a cycle lamp 

b to a planned lighting scheme 
for a new public building 

New showcard and point of 
sale material includes a_ self- 
supporting 30 in. by 24 in. win- 
dow display unit, printed in six 
colours and featuring “The Per- 
fect Pair.” Another dealer aid is 
an open closed indicator in the 
form of a cut-out lamp for hang- 
ing in door windows 

The new advertising material 
has been planned by K Howard, 
advertising manager of Ekco- 
Ensign Electric Ltd. in co-opera- 
tion with their agents Willing’s 
Press Service Lid 


That's Shell that was 


Teleprinter 
gives quick 
P.R. service 


A feleprinter service to a 
dozen different points in the 
country, reproducing news auto 
matically on stencils for local 
duplication is used by Shell-Mex 
and B.P. Ltd. for distributing 
urgent information, J. P. Gaudin. 
head of the company’s press and 
information section, told the 
Institute of Public Relations last 
week, 

In this way, he said, staff could 
be informed in the least possible 
time, and all provincial news- 
papers could receive the text of 
news items practically symultane- 
ously. 

Discussing the growth in his 
company’s P.R. activities, Mr. 
Gaudin said that whereas in the 
winter of 1949/50 some 
farming film shows were gi 
village audiences, in the 
season over 3,000 film shows 
were arranged for audiences rang- 
ing from farmers to motor sport 
fans, and from factory appren- 
tees to professional associations. 
There were now about 70 film 
titles im the library, covering 
agriculture, motor sport, avia- 
tion, industry, and troleum 
subjects. In addition films were 
being used for staff instruction 
and. with a fleet of mobile cinema 
vans, for the instruction of garage 
staffs. 

Included in the P.R. material 
which Mr. Gaudin showed his 
audience was a booklet on the 
use of the telephone. This was 
divided into two chapters, one 
addressed to the user and the 
other to the operator. The latter 
started with the statement: 
“Every telephone operator is a 
public relations officer. Your 
voice is the Voice of the company 
to the outside world.” 


: 

P.R. talking topics 

The Institute of Public Relations 
1952-53 programme includes ad- 
dresses and discussions on public 
relations for the press, the gospel, 
for women's organisations, and for 
government. 

Alan Eden-Green, is 


honorary 
programme director. 


Last week an advertisment for 
E. Christian & Co. Lid., gave the 
wrong telephone number. It should 
have been CANonbury 2461. 


DISTRIBUTION of CIRCULARS and SAMPLES 


Sem 


iN TOWNS 


THROUGHOUT 


r booklet giving full details of facilities available 


21 LEIGH 


SRA 7 Ae 


STREET, LIVERPOOL 1. 


REGENT 


(ROYAL 
STREET, LONDON. 


CIRCULAR DISTRIBUTORS 


8861) 
MADDOX HOUSE, 215 221 (REGENT 


1081) 


\ es 426 | 
: = | 
gee F ——e 
| en a gp ee ee 
| Se : 
- | 
yf =—S—t—‘(CO*F EKCO” 
: — : 
-_ 4a nee 
. 4 oa Mpg 
| eee 
5 | 4 4% 
ae J 
] ' Ws mes # x 
: ie ee 
S aaa ess 
ie = 
Jee es = es .. 


Serremper 11, 1952 ADVERTISER'S WEEKLY 


AN URGENT AND 
IMPORTANT ANNOUNCEMENT 


INCREASE IN 
PAGE SIZE OF 


GOOD HOUSEKEEPING f 
to 11: «8; ¥ 


commencing with JANUARY issue 


a a A A AC A TIE 


Nearly 14% bigger page but NO increase in advertisement rates 
is indeed good news for advertisers and advertising agents. 


This important change in size will also prove popular with 

GOOD HOUSEKEEPING readers who have been pressing 

us for some time to return to a bigger page. 

Will you please advise your Production Department E a 
TODAY that the new type area is 10” x 744”. 


THE NATIONAL MAGAZINE CO. LTD., 28-30 GROSVENOR GARDENS, LONDON, S.W.1 
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Doulton’s launch campaign 
for industrial ceramics 


In a mew series entitled “Shap- 
ing the Needs of industry,” 
Doulton & Co. Ltd., are for the 
frst tome advertising their tech- 
akcal products in the national 
press 

i liiustrated with drawings of a 
workman finishing a Doulton 
niustrial product, such as a fac 

sbluten fountain, a sul 
scid dish, or a sewer-gas 

nierceptor, and finishing with 
af he message “Royal Doulton has 

INDUSTRY nha ceramics an industrial 

* the advertisements will ap 

Pea no The Times The Times 

R w of the British Colonies 

The Times Review of Industry 

P h Observer, Director, Finan 

Times, F BI. Review. and 
Commonwealth 

The reason for this new depar 

states Desmond Eyles, pub 
¥ Manager, is that there is 
such a large range of Doulton 

One # the new ad werner dustrial products that it yuld 

ocucts that woul 

Doulton & Co. Lid, are rv difficult to cover them entirc!y 

ineir campaign for ade paper advertising 

Pach advertisement draws at 

on ention to a booklet, also entitled 

The Hulton Shaping the Needs of Industry 

“ : gned and — na by 

» h doulton’s agents, D eymer 

s¢ holars Ips & Co. Lid The booklet elabor 

This vear’s Hulton scholarship ites the “Doulton story” and re 

winners have heen ant ounced b some of the advert se 
the Advertising Creative Cé nents as well as photographs 

of £250 during thew twelve 


Fach w - m 

grant Quick bookings for 
wonths penod of tram with . Bh ¢.¢ 

olen Cone _ Plastics Exhibition 


pmurie 


¥ 
2 
& 


| ROYAIL 


DOLLION ‘ 


EE 


ceramics 


nduces 
unc! 


receive @ scholarship 


ondon agen 


The winners are Fighty-two per cent of the 
Design students P. T. Prim lable space for the second 
Bristol, Miss A. W. Rawelitf British Plastics Exhibition and 
Leeds. WD. Young, Leeds, R. P Convention to be held at 
Noble, Long Ditton Olympia next summer Gune 3 
Copywriter adent Geottrey has already been applied for 
Nicholson, Thornton Heath, Ray \ cations have been received 
mong Taylor London Wie 1 78 firms, including 28 sup 
David Datta, Ontord A B s of raw materials, 24 fabr 
Chipper, Southampton, Nicholas cators and moulders and 19 plant 
( ke, Essex, D. M = Shorrock nanufacturers 
Swansea The exhibition is being organ 
{ by British Plastics, with the 


on of the British Plastics 
} ederathon 


c cra 


Govt. film-strip on 
Northern Ireland 


Ihe continuing development CAMPAIGN FOLDER 
of agriculture ws emphasised ’ 
the explanatory bookl whic Let's get togethe, and beat 
accompanies a Govern up e trade recession with “Wool 
duced film-sitnp on Northern Time’ w the dominant note of a 
Ireland paign folder which the Inter 

Of the 90.000 all fa nal Wool Secretariat is dis 
Ulster nearly 80.000 are ta t tine to the trade in connec 
concerns, 82 per cent are und » with the national autumn 
SO acres, and 66 per cent less tha notion campaign which is 
W) acres s Stated Bet wee st being launched 
1939 and last vear dairy cattle The folder suggests ways in 
increased from 212.655 to 289.26 vhich the trade can co-operate 
and other types of cattle f Wool Time” by advertising 
$40,485 to 720.98) Last vea y cial displays, fashion presenta 
production increased by 62,000 ns and other publicity features 


does not pull for competitors . . . 


Apply: Advertisement Manoger, 47 Hertford St. London, W.1 
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Trade Advertising makes sure that your Public Advertising 


Reg. 75578 
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Manufacturers took advantage of the number of overseas visitors to the 
Farnborough air show wt week to exhibit aircraft components This 
High Duty Alloys and featured castings, forgings, extrusions and 


blading in hiduminium and magnuminium aluminium and magnesium alloys 


was designed by Cecil D. Notley Advertising Lid 


TASK OF THE PRINTER IN 
DESIGN-CONSCIOUS WORLD 


The second week of the Hans Schmolier (Penguin Books 
Summer Scho f Young Ltd.) discussed the position of the 
Master Printers, held at Leicester printer in a_ design-conscious 
University College, was concerned world and emphasised the need 


largely with questions of general for the most careful training of 


management apprentices H. B. Maomillan 

aurence Viney (Hazell, Wat- (R. B. Macmillan Lid, Derby) 
son & Viney Ltd.) gave advice spoke on office administration; 
on the conduct of a successful and L. E. Kenyon (secretary, 


sales policy lan Gunn (Sidney 
Press Ltd, Bedford) suggested the 
ines oon whieh an estimator 


B.F.M.P.) gave advice and infor- 
mation on sources of additional 
working capital in times of in- 


should be trained and discussed flation and heavy taxation of 
the various forms and reports profits. 
with which he should be familiar An interesting ¢Xperiment was 
Health and welfare industry, carried out when the students 
were discussed by W. H. Bower were formed into “productivity 
(Industrial Welfare Society). L. € teams” for visiting four Leicester 
Eastaugh (Frank Colebrook & printing firms. The teams were 
Partners) described ¢ acteristics provided with questionnaires to 
of the commoner types of print- assist in their investigation and 
1% machinery and ventioned then spent the evening in prepar- 
points to ook for vhen for ing written reports on their visits 
example, buying secondhand On the following evening, repre- 
B_ A. W. Holt Uordan & Sons — sentatives of the firms attended to 


hear, and comment on, the team 
reports. It was generally felt that 
this experiment was a success and 
that a similar procedure might 


Ltd.) spoke on company law and 


FOR ‘WOOL TIME’ 


The peak period w be from well ¢ followed by Alliance 
September 29—Octobe: 4 Y.M.P. Groups when arranging 
Traders are invited send for works visits 

free display materia identify At a farewell dinner guests in- 
their goods with the omotion cluded F. Russel! Baylis (Federa- 
Copies of four istrated book tion president), Colin Seddon 
lets What nake clothes (Midland Alliance President), 
sense Beau Br nell had representatives of the Leicester 
something.” “How care for Association and several of the 
woo! clothes.” and How to _ lecturers 

choose and use knit wools” P Giennie-Smith of _ the 
ure designed so thar the trader B.F.M_P. staff. “Father” of the 
may overprint his na or trade School, was presented with a 


mark on the front cc 


table-lighter and ash-tray 


CORBETRY & 
UNDERWEAR 


Your Specialised Trade Journal 
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The Case of the Amplified Attercop 


Ever since that now distant day when Darwin 
shuddered and shifted his microscope to his blind 
eye, it has been a rule in advertising to show spiders 
small. The bold litthe Countryman breaks with 
tradition. 

Once the first shock is over, you'll find that a closer 
inspection of the Spider (or Attercop, as some call 
him) brings wonder and pity in its train. Eight hairy 
legs—but he can’t turn a page of The Countryman. 
Two popping eyes— but he can’t read the Fruit 


Grower’s Diary. His distribution, certainly, is 
astonishing . . . two and a quarter million to the 
arable acre (so it has been said) on a fine afternoon 
in summer. An attercop under every buttercup. 
But you've never been hypnotised by numbers . . . 
You'd rather have The Countryman’s 790,000 
readers any day, with their quick, purposeful interest 
in honey, barbed wire, cookers, pipes, books, 
cosmetics, pillow cases, paint and the things 


you sell. 


The Countryman 


JOHN L. VERRINDER, ADVERTISEMENT MANAGER, ‘ THE COUNTRYMAN ', 10 BOUVERIE STREET, E.C.4. TELEPHONE CENTRAL 9161. 
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COMMENT Outdoor optimism—and why 


TRIBUTE 


The news this week is the story 
of the importance of the trade 
press and its effectiveness as an 
advertising medium. 

Wise businesses have abways 
taken advantage of the oppor 
tunities offered by the peta 
serving their industries. 
not all businesses are hy 

The unwise will heed the advice 
given by two great undertak- 
ings which tip the trade press 
as a good bet. 

Organisers of the British Indus- 
tries Fair report that half of 
ali buyers’ inquiries stemming 
from press references result 
from trade press publicity. 
That is a tremendous tribute 
to journals dealing with every- 
thing from pile-drivers to 
powder puffs. 

Batchelors Peas know the value 

That 


Hard facts—! 
The Fy Express” has done 


relations for advertising. Facts 
and figures make it quite clear 
that advertising can take full 
credit for making newspaper 
hing possible. And for 
ceping the selling price down. 
The manufacturer knows that “It 
— to Advertise.” But does 
the consumer really understand 
that advertising pays him hand- 
some dividends in the form of 
cheaper goods? 


Hard facts—2 
More information ls made avail- 
able about the value of a 


medium. 

This time it is the audience for 
screen advertising which has 
come under the research micro- 


scope. 

lateresting conclusions emerge: It 
appears, for example, that in- 
creased sales of television sets 
have oot, after all, had any 
serious adverse effect on 
cinema attendances. 

That is the kind of news adver- 
tivers want, And it ik good 
news for the commercial film 


DOOR advertising has 
been through a perplexing 


O' 


period. Now, as the Corona- 
tion approaches, it is “getting 
into the clear.” A spirit of 


optimism is in the air. 
An analysis by one of the lead 
ng provincial outdoor advertis- 


ng practinoners indicates that 
the « based on the following 
grounds 


The 


of he 


aceeptance by advertisers 

higher priced bulletin 
boards, garden sites. etc.. special 
solus positions for which high 
rates have to be charged. indi- 
cates quite clearly that the large 
advertisers of goods intended for 
mass markets are convinced of 
the value of this medium. The 
prospect of the end of tea ration- 
ing. for instance, has already 
resulted in tea being added to the 
long list of commodities to be 
seen advertised on bulletin boards 
Branded petrol will give a further 
impetus to large-scale advertis- 
ing if it comes next year. 


The development of methods of 
the evaluation of sites by such 
firms as J. Walter Thompson- 
and others which are expected to 
be announced quite soon—will 
gradually elimimate the low 
category sites, which, it is ad- 
mitted, are not very lucrative at 
the present moment. An industry 
with more than 400,000 16-sheet 
postions can well afford to shed 
a percentage which are not 
remunerative either to advertisers 
or contractors 

The application of the regula 


tons under the Town and 
Country Planning Act has not 
been as disastrous a5 many 


people, both inside and outside 


the industry, expected In the 
first place, in most parts of the 
country, applications for new 
sites are being granted quite 


readily by Local Planning Auth 
orntes, One or two “black ' spots 
exist, but by and large, new site 
finding, probably because it is 
being exercised with great dis- 
crimination, is going along quite 
steadily 
* * 7 


Secondly, the avalanche of 
challenges” that many expected 
in the autumn of last vear, did 
not materialise. Again experiences 
throughout the country have 
differed. In some parts of London 
the prospect at the moment may 
ippear bleak, but in the provinces 
1s a whole. the industry has ex- 
perienced little real trouble. A 
working arrangement appears to 
have developed in Manchester 
and in Newcastle. Leeds, Brad- 


From the provinces 

comes this factual 

analysis showing that 

the outdoor industry 

is vigorously “on the 
h” 


Creators of 


DESIGN -PRINT- DISPLAY 


Faraday Street, Manchester 1. Tel. Central 4965/6 


ford. Birmingham, Bristol and 
most of the other towns and cities, 
there is little cause for anxiety 


Perhaps in some cases this is 
only because the machinery of 
local government is so Over- 
weighted tha: its officials cannot 
take much interest in the regula- 
tions, but generally speaking, out- 
door advertising in the commer- 
cial centres is not objected to. 
Another reason may be that local 
authorities wil! not willingly com- 
pe! contractors to remove sites— 
which are a source of rate revenue 
at a time when they badly need 


more rates, unless a site is really 
offensive to the amenities. 

Further. the work of the leaders 
of the industry, co-operating in 
the Outdoor Advertising Industry 
Advisory Committee, during the 
past three years is bearing fruit. 
Most local officials are now con- 
cilatory rather than antagonistic 
to outdoor advertising 

Finally, the talks between 
Ministry officials and the industry, 
started some time ago and which 
are expected to be resumed dur- 
ing the autumn are of a friendly 
character. Until thev have been 
completed, no statement can be 
expected 

* * * 

These are the solid facts of the 
situation, and people who are con- 
stantly urging the industry to take 
on what is loosely called public 
relations work, should remember 
that such work is going on all the 
time, both in London and in the 
provinces. Hard knocks may have 
to be taken by the industry in 
the future. but pessimism has been 
left behind. 


TO-MORROWS TOPICS 


®@ Strong rumour in the con- 
fectionery industry says 
sweets and chocolate will be 


off the ration by March. 
Several leading manufac- 
turers have already in- 


structed their agents to pre- 
pare advertising schemes in 
readiness 


@ Forecast from Manchester 


There will be news soon of 
a big plan to develop 
“Woman's Outlook,” the 
Co-op magazine, to compete 


with leaders in the popular 
women's journal field. 


@ National Bedding Federa- 
tion is to consider a scheme 
to spend £100,000 4 year on 
co-operative advertising for 
mattresses. It is estimated 
that, at present, bedding 
manufacturers spend only 
two per cent of their total 
turnover on advertising. 


@ Big Irish exporting firm is 
planning a pilot scheme to 
put packaged cut-up chicken 
on the British market. 


@ New market for British TV 
equipment: The Belgian 
Government has announced 


Specifications for a_ trans- 
mitter. 
®@ BBC. sound programmes 


are losing their audience to 
films, television and com- 
mercial broadcasting. That 
is the unpublished conclusion 
reached by research men 
who worked on The Auadi- 
ence for Screen Advertising, 
published to-day by Theatre 
Publicity Ltd. 


@ Trouble is brewing over 
alleged monopoly in the con- 
trol of Coronation photo- 
graphs. Two leading bodies 
are reported to be taking 
action. Buckingham Palace 
officials are investigating 
complaints. 


@ Valuable tips on newspaper 
advertising will be given in 
the provincial press produc- 
tivity team’s report expected 
at the end of this month. 


ROUND TABLE 


Walkers | 


(Showcards) 


Ltd 


ee | PC } 
Se | | | 
po val 
z * * . 
4 
id + 
i why they are opening a new 
campaign with SO full page m e e 
t ay a in the journals of their 
H ° an emential pre-requisite to any 
successful marketing scheme. 
i publicity businesses in general 
a good turn by lifting the 
“we : curtain on its costs problems. 
— Here ls a fine example of public 
' pe 
Po a 
| a 
Po | 
PE 
; 
; — = : ts Gg 
a: - See ee oe 14 ee fy ee i a tei vit of 
— SS a seme 


t 
ADVERTISER'S WEEKLY 


HIGHEST 


o> eae a > Feud 


daily inch 
per thousand 


} SerremBer 11, 1952 a! Pe 
o j 
q 3 —_——— . 
—_ : \ . 
} iva | 
os Dy \ “te 
LT, ’ daily 2 
‘ i 49 . 7 
f \ — 
| f ; net sale in | 
¢ 3 ‘ ; 
ail < Se ¢ the world 
‘ 4" * “ ‘ 
¥ i f " =a “t , \ . 
’ ££ : : — a ‘ E 
7 x om . : eet > 7 ’ 
- oe hie Lowest £ 
te : : Pe i _ \ : 
: “4 ; : - “ad . ‘ 
. ies? 6 hie ey J "ee \ : 
7 H OF - s » 
; pean Fl ia 4 ; 
| . ; | . | a 
hs , 4 8 eo hy 
(ome A Ae bart ee aS 
* eee S ip Se a N ” P 
i 4 ae _ ee . , Hy 
| ; iw ~ space rate t 
; 4 a f ra id Ea ke . ag pean Ne ; 
2 4 3 i) toe j ' - — & 
. ~— EX \  - ie v — be Pepe: py = x _ Fiat . -1 : 
. - ae set a : ' owe F “ : J. 
=i ame a . pre ee j é. — ot ; = yf 
Pi gare 3 
e. eae. 
yo ere | 
. % el 
ee oa 
; se ‘ a 
- _ eat te oT 
» nh AS - 
; es a ' 
tl at oie : ti 
* ae a lee rat 
Daily Mirror : 
== iad - _ 
a eS ; 
: be a 5 
= =o came - —_ 
a ae a eae ae a 
oe ME i aaah ae a 


oye 


ete ariate 


vss 


ADVERTISER'S WEEKLY 


432 


ADVERTISING CASE HISTORIES— 25 
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Timber trade’s three-pronged 


HEN the Timber Develop 
ment Association broached 
advertising i 
stocks of soft 
were dangerously low 
At the same time the trade had 
accepted the Government's 
scheme for the reversion to 
private account of the purchase 
of softwood from certain soft 
currency countries (Most 
kinds of hardwood had been 
free of consumer licensing 
since 1949, but restrictions 
were still in force on plywood 


the subject of 
November 1950, 
woods 


from Russia, Finland, Canada 
und USA) It seemed clear 
that from then on the trade 
would have to share, in the 
public estimation, responsi 
bility for any shortage of 
timber 

Consumer attitude had been 
conditioned by ten years of con 
tinuous exhortation to do without 


discovery of ways of 
was in itself 
bute 


wood The 
doing without timber 
considered a virtue and a tr 
to a man’s In a decade 
architects 


teenuity 


a new gencration of 


arta Tare 


_Teaher can ee it! 


Thee trasmmned ane th ter nalgermg 


tt Cater Motern preearh sccursee dere 


oor wm de 


wrevereal © beeh w fl epmwad wp ¢ coe testbed 
tot which av wtteble mam when 5 
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Advertisement from “The 
part of Scheme “C directed 
influential members of the put 


co-operative campaign 


designers and 
ome forward 


engineers had 
accustomed to 
using cement, aluminium and 
plastics but almost entirely 
t of the sustaining powers 


these conditions 
poley for a co-operative adver 
tising campaign sponsored by the 
Timber Development Association 
‘(and operated through London 
Press Exchange Ltd.) was three 
fold 

1. To educate the public to 

use more timber 
2. To concentrate demand on 


hardwoods and plywood a! 
ready freely available 

’ To tackle competition 
from substitute materials 


With the funds available 
averaging £13,700 in a year——and 
with the complex story the trade 
had to tell, advertising had clearly 
to rely on infiltration rather than 


massed frontal attack. The cam 
paign was therefore split into 
three parts, cach aimed at a 
different target, thus 

Scheme A 


The man who is not only the 
ultimate selector of his M.P., but 
who also represents an enormous 


potential market for the odd 
ength of wood for a shelf. a 
fence or a poultry house 
Scheme B 

The man who actually uses or 
specifies wood for various pur 


poses in his professional or busi 
ness capacity 
Scheme C 

The more influential member 
of the general public who not 
only controls what is used in busi 
ness, but influences the opinions 
and tastes of others 

All these schemes had one thing 
in common The slogan and 
principle behind it. “There's noth 
ing like Wood.” This apart. every 
effort was made to select the time 
the place and the kind of message 
best suited to the objective 

First as to timing. It was con- 
fidently believed that in 1951 the 
softwood trade would exercise to 

¢ full its newly acquired liberty 
o buy on its own account It 
was decided to use the funds 
available for advertising in a 
campaign of increasing intensity 
planned to reach its zenith at a 
tume when well-stocked timber 
vards throughout the country 
would help to dispel the notion 
that there was a world shortage 
of timber. This was the first and 
essential step towards a public 
re-education 

Expenditure was planned in 

shases of mounting intensity in 
ep with stocks (see graph). While 
schemes “A” and “B” were both 
nereasing, the final emphasis was 
to be placed on scheme “C™ with 


Good example of an advertising campaign by 
an industry is that run by the Timber Devel- 
opment Association. In a recent issue of their 
quarterly journal they analyse the problems 
such a campaign (which 
requires the reconciliation of various different 
trade interests) and trace the development 
of the campaign. 


of integrating 


a view to political 
action 

Scheme “A,” designed to make 
people talk about wood and its 
importance in everyday life, in- 
cluded advertisements of the 
Ripley” type. to cater for the 
modern craving for “popular” 
science, and filmiets. The filmiets 


subsequen 


were booked for 251 cimemas 
throughout the country but ex- 
cluding London where reliance 


was placed on Underground ad- 
vertising 

Scheme “B” provided a serious, 
informative approach to tech- 
nicians, Advertisements appeared 
in these papers 

Architect and Building News, 
Architect's Journal. Architectural 
Review, British Packer, Builder, 
Building, Building Digest, Build- 
ing Industries and Scottish Archi- 
tect, Cabinet Maker, Engineer, 
Farmer and  Stockbreeder, 
Farmers’ Weekly, Farming News 
and North British Aegriculturist, 


Furnishing World Furniture 
Record, Modern Transport, 
National Builder, Packer and 
Shipper. Railway Garette, Scot- 
tish Farmer, Shipbuilder, Ship 
and Boat Builder, Shipbuilding 
and Shipping Record Times 
Review of = Industr Ulster 
Builder and Wood 
Here again, the aim was to 
eradicate the deep-rooted belief 
that there was a world shortage 
of timber. which ld be met 
only by design in other materials 
These advertiseme raised in 
—_—are 
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Timing of the separate schemes 
in the relation to timber imports 


and consumption, 


a most acute form the problems 
inherent in a highly diversified 
trade At the outset, the T.D.A 
hoped to avoid reference to sec- 


tional interests and to limit them- 
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One of the posters issued by the 
Timber Development Association 
for general display 


selves to terms such as ~ 
or “wood” rather than 
wood,” hardwood” or “ply- 
wood.” As long as the use of 
softwood was restricted by licens- 
ing, however, it was patently im- 
possible to urge the consumer to 
“use more wood”—they had to 
be more specific and the safe ap- 
proach lay through the popularis- 
ing of hardwoods and those cate- 
gories of plywood which could 
be purchased free of licence 
These themes dominated adver- 
tising up to the autumn of 1951 
By this time, the consumption of 
hardwood had reached the un- 
precedented heights of 90-100 
million cu. ft. per annum, and 
the hardwood trade had already 
expressed concern at the possible 
danger of raising demand beyond 
the bounds of supply to an extent 
which might lead to the reimposi- 
tion of control 
Six months later. however, 
members of the hardwood trade 
had become acutely conscious of 
the need to re-emphasise the 
availability of hardwood 
vertisements extolling the virtues 
of licence-free hardwood were 
brought out again. a very svecial 
effort was made for the British 
Furniture Trade Exhibition, and 
Continued on page 440 
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Special extra number of Bus & Coach 
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Mid-November: 


“BRITISH DESIGN FOR 1953” 


HIS extra annual issue of BUS & COACH is and equipment. Its value to advertisers will be greatly 
devoted to publicising the latest design of British enhanced by an augmented circulation to passenger 
road passenger transport vehicles amongst home and transport executives throughout the world. 
overseas buyers and technicians. This is an exceptional opportunity for advertising 
BRITISH DESIGN FOR 1953, to be published mid- every type of product used in passenger road transport 
November, will provide a detailed and impressive in an issue possessing extremely high sales value. Early 
survey of the whole field, embracing chassis, bodywork application for space is desirable. 


Advertisements in this issue will have a unique reference value 
Press date: October 24 
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DORSET HOUSE . STAMFORD STREET - LONDON - S.E.1 . WATERLOO 3333 (60 LINES) 
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Double my usual order was 
not enough 


Writes Welshman Emrys Jones from 
Vaughan Street kiosk. “ In addition to 
doubling my usual order I took all extras 
available from the wholesaler, and even 
so, I was practically sold out by the 
evening of the day of sale.” 


Sales jump from 65 to 234 


claims Mr. Mott, of 62 Preston Street, 
Brighton. “ Since Picture Post went to 
44. all I had to do was obtain supplies 
in order to increase sales from 65 at 6d. 
| w.c. August 16th to 182 at 4d. we. 
| August 23rd to 234 w.c. August 3oth. 
The latter were sold out in two days.” 
| 


Says W. H. Smith Manager, Mr. 
Constable. “You will be interested to 
know that the public has responded most 
favourably to this price reduction and 
that our sales have been increased by 
over 100%.” 
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orders S. Barstow, of City Square. s Mr. Harding, of W. H. Smith claims Mr. Trethewey of W. H. 
“Our supply stood at 52 copies for a x mightsbridge Station _Bookstall. Smith's Bookstall in Corporation 
considerabie time but since the price Ra tg wg q ~ abe ne yo Street. “A very satisfactory increase 
decrease I am very pleased to inform mea incusnes ta our eales 36° in the sales of Picture Post. The figures 
you that our order is now a regular 91.” increase for w.e. August 23rd, 87°, for week ending August 23rd show 102%, 

increase for w.e. August 30th, 103% and week ending August 30th 246%.” 


increase for w.c. September 6th.” 


GUARANTEES 


1,000,000 


CIRCULATION —and no wonder! 
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Agencies can adapt factory production 


By Philip F. Dyer, editor of Business 


control methods 


Agencies and advertising departments could learn a good deal from the factories 


on how to control jobs going through, says the author. 


He describes a number of 


devices commonly used in industry which might well be adapted for use in advertising. 


’ ‘HI work of an 

department of 
agency i =n respects 
emilar to that of a factory 
Raw material enters at one end 


ulvertising 
advertising 


some 


im the form of under 
goes certain 
in a predetermined order 
emerges in the shape of com 
pleted advertisements The 
efficient operation of a depart 
ment or agency demands the 
same steady flow of work as in 
the factory, and the techniques 
by which this may be obtaimed 
are very sumilar 


I he 


paper 
specific processes 


ind 


contact between the adver 


using man and the shop floor is 
not close; but he might well learn 
something from the production 
contro] systems im operation 
in «the «average efficient fac 
tory Such systems naturally 
vary widely from factory to fac 
tory, according to the amount of 
ork to be controlled 


Visible 

filing 

The documents issued to secure 
the flow of work must eventually 
he stored, and in the case of smal! 
concerns control can be carried 
out almost completely by com 


bining control with a suitable 
visible filing system. 


The Voice of Kent. 


MESSENGER 


The County Paper of Kent 


HEAD OFFICE 
LONDON - 


- MAIDSTONE 


80 FLEET STREET 


This type of system consists of 
a considerable number of folders 
suspended by wires through their 
edges from a framework inserted 
inside a quarto or foolscap 
cabinet The edges of adjacent 
folders are joined to form a series 
of pockets into which loose 
pepers or removable folders can 
be mserted, Tabs clipped on the 
wires project above the folders. 
These tabs can give any informa- 
tion desired, such as names and 
addresses of clients, media, etc.; 
ul they are marked with consecu- 
tive days or months, they form a 
“tickler” system into which all 
papers requiring action on a cer- 
tain date can be filed as they 
accumulate 

In a slightly more elaborate 
system, pioneered by Roneo Ltd., 
4 word strip runs the entire 
width of the pocket, into which 
can be inserted a strip of paper 
on which can be typed a name. 
The right-hand side is divided 
into twenty or thirty numbered 
squares, over which transparent 
coloured signals can be clipped 
Thus folders may be filed alpha- 
betically under clients names, 
with the signals used to indicate 
media in which those clients 
advertise regularly Thus when 
copy becomes due for a particu- 
lar medium, it is merely neces- 
sary to glance down the 
particular row of squares associ- 
ated with that medium and 
extract the necessary copy from 
the files with signals in that 
square 


Card 
indexes 


A considerable amount of jn- 
formation necessary for planning 
production schedules consists of 
a few brief details that are 
changed comparatively  infre- 
quently Such information § is 
normally contained in a card 
index. In the norma! index of 
this type, considerable time is 
taken in selecting the right card. 
In the Roneotol method (Roneo 
Ltd.), the cards are given an 
effective measure of edge visibility 
by the ingenious use of micro- 
scopically thin metal springs 
Another comparatively new 
development is the housing of 
cards round the rim of a wheel to 
speed up entry and reference. In 


two cases, cards are punched or 
slotted so that they will not fal! 
out, and in the latest example a 
series of moving belts gives the 
same effect; in this case, no slots 
and punches are necessary, so 
that existing cards can be used 

Even greater visibility and 
hence ease of reference is given 
by the visible index, pioneered in 
this country by the Kardex 
(Remington Rand Lid.). Cards 
are arranged by various means to 
overlap like slates on a roof, so 
that a strip of each is visible 
There are some 70 exposed strips 
in a tray, which offers almost 
ideal conditions for signalling. 
etc. 


Loose 
leaf books 


The strip index differs from the 
visible index in that the record 
is fully exposed, but so narrow 
as to be confined to the over- 
hanging strip of the visible index. 
If one can magine each separate 
line of writing in a bound book 
to be individually movable, so 
that the index could always be 
kept in alphabetical order with- 
out re-writing the whole page, 
the strip index would result 

In the Chaindex, a series of 
small cards are so devised that a 
number can be hooked together 
to form a chain of as many as 
30 in two columns, all completely 
visible on the opening or turning 
up of one Kardex visible index 
card 

Similar ease and rapidity of 
reference is given in the form of 
a bound book by the use of the 
loose leaf and the loose leaf 
binder, and in the visible binder. 
where instead of only two pages 
being visible at an opening, strips 
of many smaller sheets are 
exposed to view. 

Files and record cards are 
necessarily static, used for the 
preparation of production 
schedules. In all but the smallest 
offices, some further means are 
necessary to ensure that the 
schedule is carried out The 
simplest way to secure this is to 
work out a complete specification 
for each new order received, and, 
on the basis of estimated produc- 
tion times, to prepare schedules 
for each department or worker 
A reproduction of part of this 
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Product 


control methods — continued 


Serremaer 1}. 1952 


TO A NEW CLIENT 


When we start up with a new client, it is not our 


habit to produce his orders at spectacular speed 


for a few weeks, 


then to lapse into a service 


: which seems half-hearted by comparison. We 


make it our honest endeavour to give steady, 


reliable service right from the start and all the 


way through. 


he priority attitude to a new client means that 


: other peoples’ work must suffer, to say nothing of 


Where we feel that 


creating a false impression. 


priorities must be arranged are at those times 


when any customer is really up against it on the 


' again in advertising. 


{ 
| lightning jobs which must crop up now and 


So if you are interested in finding a supplier who 


will combine the products of able craftsmen and 


a fine modern plant with a consistently helpful 


attitude to clients, 


ask us to send a representative 


to talk things over. 


Service in the spirit of helpfulness 


Glas WANS ON 


we oe LANE LONDON EC4, CENtral 6555 18 lines 
Manchester 2. Black/riars #680 


fue at ¢ Rape! Walk 


ADVERTISEMENT 
PROCESS ENGRAVERS 


TYPESETTERS, ARTISTS & PHOTOGRAPHERS 
ELECTROTYPERS & STEREOTYPERS 
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schedule is then 
appropriate tune 
and to any ancillary departments, 
such as stores, affected 

To reproduce the whole speci- 
fication for cach worker would 
waste time, labour and paper. Al! 
that any one man needs is the 
main heading, with perhaps two 
or three lines of the body of 
specification. Partial duplication 
can be obtained by using address- 
ing machines, spirit duplicators, 
or punched cards 

With addressing machines, 
plates are prepared on the basis 
of one for each heading and one 
for each section of the specifica- 


given at the 
the worker 


tion These are used together to 
list the complete spectfication 
Then job cards and requisition 
slips are all printed with the 


heading and the one appropriate 
section of the specification. 


With spirit duplicators, the 
specification is prepared as a 
complete master, but all cards 


and slips are printed with the 
heading only, each item or line in 
the body being “picked off” 
separately on to the appropriate 
card or slip to complete the job 
Machines specially designed for 
this purpose include the Banda 
(Block & Anderson Lid.) and the 
Fordigraph Multilinex (Frank R 
Ford Ltd.) 

With punched cards, pre- 
printed and interpreted cards take 
the place of address plates or 
Spirit masters, 

One ingenious machine, the 
licketograph (Remington Rand 
Ltd.) uses type to print all the 
orders required for one job at 
the same time 

Once the production schedule 
has been established, manage- 
must see that it is main- 
tained. The various job cards 
are returned by the workers to 
whom they have been given as 
and when their particular job is 
finished and the material passed 
to the next department The 
receipt of these cards must be 


entered on some form of chart or 
graph if a visible check on per- 
formance is to be maintained 
The graph version is of particular 
value, since the execulive in 
charge of planning is not inter- 
ested in the buik of orders that 
are running to schedule. With a 
graph, his eye can run rapidly 
over such orders, and seize 
immediately upon any that are 
lagging. The use of a graph, too, 
facilitates changes in schedules 
caused by unforeseen circum- 
stances. 

Several firms produce wall 
charts, consisting of movable 
signals that can be shifted at will 
on a permanent background. 
These can be combined freely 
and flexibly to give a picture of 
any production schedule. Some 


of the signals are holders, into 
which labels can be inserted 
describing the job; others are 
coloured synmybols of various 
shapes, whose meaning can be 
identified at a glance. These 


symbols can be placed in differ- 
ent ways; one set, for instance, 
can show scheduled dates for 
delivery adjacent to another set 
showing actual progress. 

The mechanics of the charts 
vary One system uses square 
metals tabs pushed into holes on 
the backboard. Another uses 
coloured beads that slide along 
rods. Still another uses coloured 
tapes, the ends of which are 
anchored by a pin. One recent 
mode! consists of a rotating drum 
that is used as a backboard. In 
efficiency of performance, there 
is little to choose between them; 
all will give a permanently up- 
to-date picture of the actual state 
of production throughout the 
business—an important consider- 
ation when, as with so many 
advertising businesses—executives 
must spend a considerable oo 
of their time outside the office 
and therefore to some extent out 
of touch with the routine opera- 
tions of the departments for 
which they are responsible. 
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The figure 7” and the facts 


THE FIGURE of the tycoon is The Economist’s symbol for matters of the day; and (2) buying space in The 
the kind of readership it achieves. He represents the Economist in order to bring their products to the atten- 
successful man. And in the past few years more and tion of others of their kind. 

more of Britain’s successful men have been (1) buying These two diagrams show the facts; and rarely can 
The Economist to keep themselves well-informed on facts have spoken more plainly for themselves. 


I AVERAGE WEEKLY NET SALES OF THE ECONOMIST SINCE 1947 
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that coin money 


The gay coin-spot paper used to package Harley 


Chocolates spots the maker's name, catches the 


customer's eve, sends up sales. It's a Sanderson 


Signature paper one of the many personalised 
papers now being made tor well-known products that 
range from sweets and scents to frocks and corsets 
What Sanderson Signature paper has done for others, 
it can do for you. The publicity value of an exclusive 
paper with your own name or trade mark is enormous 

and the extra cost is small, Ask your box-maker 


for details. 


SANDERSON 


make 


Sty nature Papers 


§2))3 BERNERS STREET, LONDON, Wil 


440 


| 
i 


WOOD ADVERTISING CASE HISTORY continued from page 432 


Serremper ii, 1952 


20,000 copies of Floors for a 
Lifetime were produced for cir- 
culabon 

This set a precedent 
after, it became 


There- 
ncreasingly clear 
that pressure for advertising 
of sectional! interests was to be a 
factor in the T.D.A. campaign. 

The release of plywood from 
the operation of consumer licens 
ing in April 1952 was announced 
by a special advertisement in tech 
mecal journals. The posters placed 
on underground escalators deal- 
ing generally with housing, furni 
ture and packaging were replaced 
by two sets dealing specifically 
with hardwood and plywood 

In October 1951 the General 
Election returned a Conservative 
Government to office. When new 
Ministers had been chosen and 
some speeches made. it became 
clear that the Association was 
faced with an entirely new aspect 
of the re-educative problem 
Correspondence with Govern 
ment departments, the press and 
the B.B.C. became a regular fea 
ture of the Association's activities 
n correcting the more glanng and 
damaging imaccuracies of our 
new leaders 

In February 1952 the first of 
a new series of advertisements 
under the caption “Timber is 
Ready” appeared. This drew at 
tention to the results of a rever 
sion to private enterprise in the 
purchase of timber and laid em 
phasis on the fact that stocks in 
this country where then higher 
than at any time since 1938. This 
was the first step in a process of 
Ministerial re-education, the need 
for which led to a complete re 
vision of the methods employed 
in scheme “C.” It used the 
serious national daily and weekly 
papers, the reviews and certain 
of the professional periodicals 
with interests a littl broader 
than the average, and pointed the 
moral that no substitute could 
be as good as the genuine article, 
and ended with a mention of the 
new woods available 

On the whole, this series of ad- 
vertisements does not appear to 
have been popular with members 
of the T.D.A.; paradoxically, it 
was the series which more than 
any other drew unsolicited con- 
gratulations from the public at 
which it was aimed 

The demand for a more topical, 
aggressive kind of advertising led 
to the gradual abandonment of 
scheme “C™ and its replacement 
by an extension of scheme “B.” 
the 1952 programme climinating 
all press advertising with the ex- 
ception of The Times 

Throughout the campaign the 
T.D.A, also carried out two care- 
fully interlinked public relations 
efforts Activities, directed to- 
wards political ends, remained in 
the hands of the Association 
itself, but the bulk of industrial 
and national press relations have 
been handled by L.PE Result 
of the latter activity has been “a 
considerable widening of the 
scope of T.D.A. public relations” 
and the appearance of well- 
informed articles and comments 


Trade and technical journals car- 
ried ads. specially angled at their 
particular readers 


in many responsible papers and 
journals 

Finally, the Association realised 
that its 1.400 members represented 
a wide and valuable coverage of 
posters and other advertising. A 
broadsheet explaining how mem- 
bers could take part was circu- 
lated both to T.D.A. members 
themselves and to members of 
allied associations who had 
agreed to collaborate To date 
over 6,000 copies of posters have 
been circulated free of charge 
Other material, taken up at cost 
price, includes 215,000 slogan 
stickers, 37,000 = over-printed 
blotters, slogan blocks, designs for 
franking machines, etc. 

The keynote of the Associa- 
tion’s public and political rela- 
tions policy was struck in 1948 
There has been no scarcity of 
obstacles nor lack of discourage- 
ment, but the main objectives are 
the same, as positive and uncom- 
promising as ever: Freedom to 
buy, freedom to sell, freedom for 
timber to stand on its own feet 
and compete in a free market. 
Since then hardwood and ply- 
wood have secured a measure of 
emancipation, while softwood has 
achieved an equivocal freedom of 
purchase but not of sale. 

A memorandum outlining the 
argument in favour of complete 
freedom for softwoods has been 
submitted to Viscount Swinton. 
Whatever the outcome of the case 
may be, it is at least certain that 
it could never have been prepared 
without a considerable measure 
of trade organisation, organisa- 
tion of which publicity and pub- 
lic relations are the outward and 
visible sign 
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_year 
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TATLER 


be sure it figures in your plans 
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RATES AND SPECIMEN COPIES FROM THE ADVERTISEMENT MANAGER 


EASTERN DAILY PRESS 


57, LONDON STREET. NORWICH 151, FLEET STREET, LONDON, £.C.4 
TELEPHONE 23231 CENTRAL 2276 


A.B.C. Certified Daily Net Sales January to June, 1952, 49,781 copies 
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Survey of the 


AGRICULTURAL MARKET 


continued prosperity 


NTIL the temporary set- 

back caused by World 
War I, Great Britain continued 
to expand as an industrial 
nation trading her manufac- 
tured goods for food from the 
four corners of the world. The 
temporary improvement in 
farming which resulted from 
war conditions was ended in 
1921. Then the politicians 
cheated by repealing the Corn 
Production Act which had 
guaranteed minimum prices 
for wheat and oats and a mini- 
mum wage for farm workers. 
A few years later British farm- 
ing ftouched modern bottom 
and wheat fell to the lowest 
price for 300 years. 

Then came a period of revival 
—financia! help for sugar in 1924, 
wheat in 1932, and milk and cattle 
in 1934. Organised selling of milk 
started about then The Milk 
Marketing Board with its £300 
million annual turnover, although 
to-day acting as government 
agent, is ready and anxious to act 
as the dairy farmers’ salesman. 
All these preparations led up to 
a good start in farming expan- 
sion from 1939 onwards. To-day 
the arable acreage has increased 
by half—a necessary adjunct to 
higher production, for ten acres 
of mediocre grass converted to 
stock feed will provide food for 
a dozen people for a year, while 
the same area in wheat produces 
bread for 200 and in potatoes 
enough for twice that number. 

Arable land needs extra 
workers or more machinery— 
tractors to-day number over 
300,000 against the 50,000 of 
1939. Yet tractors are less than 
half the tale; their implements 
and equipment account for at 
least three times their cost. 


How long 

will it last? 

But, asks the farmer who ex- 
perienced conditions following 
World War I, how long will this 
farming prosperity last? Is it 
another flash in the pan? 

Seven years after the end of the 
war we have rationing. Countries 
that once were glad to export 
food now need more of it to feed 
their share of the 50,000 babies 


which arrive every day. Standards 
of living are improving; the 
coolie, once satisfied with a hand- 
ful of moe, begins to crave for a 
cut off the joint and two veg. 
Nations that were glad to take 
our manufactured goods in ex- 
change for food are becoming 
industrialised. We cannot raise 
the cash for outright purchase. 
So the question should really 
“How can British farming 
fail?” and the answer is one that 
has ended many an enterprise: 
“Through inefficiency.” There is, 
it must be admitted, some 
lethargy lurking in the fields and 
farmsteads. The five-year expan- 
sion programme inaugurated in 
1947 failed to reach the target 
and a new drive started nine 
months ago lacks momentum. 
The mosaic pattern of, and wide 
variation in, British farming may 
have something to do with this 
lack of urgency. Nearly 40 per 
cent of our farms cover less than 
fifty acres, and fixed prices must 
cater for them with their com- 
paratively high production costs 
and little more than subsistence 
output 
The annual farm sales go 
something like this: Milk, £300 
million; meat, £260 million; eggs 
and poultry, £150 million; corn 
and crops, £200 million; market 
gardening, £110 million; odd- 
ments, £30 million; a total of 
£1,050 million. From this the 
farmers’ estimated net income is 
£300 million—an average of about 
£15 a week (including profit, in- 
terest on working capital and 
wages for the farmer and his wife) 


for each farmer—compared to 
65s. in 1938. 

After for inflation this 
represents a increase 


though mo more than the art of 
farming deserves. There is, of 
course, a wide variation in profit- 
ability on different types of farms 
—mixed farming with livestock 
usually provides a more stable 
income than purely arable farm- 
ing. 

The largest item in the farmers 
expenses is labour, accounting as 
it does for £250 million annually. 
This is now to be increased b 
five shillings a week on the mini- 
mum rate, but a skilled worker 
has in any case little difficulty in 
getting more than the minimum 
rate. Most workers lose little in 
tiavelling time and certainly the 


World food shortage ensures farmers’ 


tempo of farming is slower and 
more elastic than the grind of 
industry. 

The recent award brings the 
minimum to I13s. a week and 
must be regarded as a token that 
wages have reached the limit. 

Farmers have been refused a 
special review of prices to meet 
t £9 million which the new 
wage rates will cost. This, how- 
ever, is compensated for by other 
savings. Tractors are cheaper; 
fertilisers filling the manufac- 
turers’ storage are less costly and 
sisal, the indispensable adjunct of 
corn and hay harvest, has 
dropped to half its peak price 
although the retail price of binder 
twine will not be affected for 
some time. 


Labour force 
has fallen 


The regular farm labour force 
has fallen four per cent in the 
last twelve mouths, and these lost 
hands cannot be replaced by 
machinery to increase production, 
There is no satisfactory explana- 
tion for this loss of labour. The 
countryside is fast gaining town 
amenities. Certainly there are 
rural slums just as there are black 
spots in cities, yet, on the whole, 
the standard of rural housing is 
rising and many a worker enjoys 
a house rent free and landlord 
maintained. Radio and television 
enable country people to enjoy 
town pleasures in a rura! atmos- 
phere. Many farms run a five 
and a half day week and the law 
provides for fourteen days holi- 
day with pay. Loca! football 
teams are legion and a surprising 
number of char-a-bancs find their 
way from villa to the big 
matches. Possibly farmers have 
belittled their industry; enthu- 
siasm for the job might well re- 
verse the flow of labour 

Ours is the most heavily 
mechanised agriculture in the 


CLYDE HIGGS, who here examines the prospects 
for British agriculture, is well known both as 
farmer and as a journalist. Seven years after the 
end of the war we still have rationing, he says. The 
question we should ask is not “How long will pros- 
perity last?” but “How can British farming fail?” 


workd. The present 
mounting implements on tractors 


trend of 


tends towa better and casier 
work although jt entails consider- 
able capital expenditure in the 
first case. Once a farmer has 
made his choice of tractor it is 
costly to try another make for 
few mounted implements are 
interchangeable. 

—s all things into account, 
British farming is still not run- 
ning at full cock. Certainly half 
the people eat home grown food 
against two-sevenths before the 
war. That does not mean that we 
are getting all we could out of 
the land. There is still plenty 
of underfarmed first-class soil 
and the possibilities of marginal 
land are immense provi the 
capital is available to start them 
up. 

Government farming ’ 
rests on the 1947 Agricu ituke Ax 
under which every tenant, pro- 
vided he just paddies along, has 
indefinite security of tenure, 
usually at an uneconomic rent 
from the landlord's viewpoint. By 
the same Act markets and prices 
ere guaranteed. The wishes of 
the Minister of Agriculture are 
interpreted locally by County 
Agricultural Executive Commit- 
tees, nominated bodies including 
landowners, farmers and workers. 
They look after the needs and 
standards of farming and, in 
theory, try to te the 
ignorant. Unfortunately, the 
better farmers make fullest use 
of the available advisory service, 
while the medium and low grades 
think they know too much. 
Efforts are being made to raise 
the standard of the medium 
farmers to that of the best. If 
the lowest class could be cleared 
out altogether to make room for 
the ever-increasing queue of 
young men who want to farm, 
most of our food difficulties 
would disappear; in fact, on 


paper, we should be rti 
food! oe enn 
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MEET the 
A RMERS 


BEDS & HUNTS FARMER 


HERTFORDSHIRE FARMER Group 
SOMERSET FARMER Cireulation 
WARWICKSHIRE FARMER 29 500 


LEICESTERSHIRE FARMER 


Published Mont hly 


Every member of the National 
Farmers’ Union receives a copy 
~*~ of the journal for his area thus 
ensuring the advertisers complete 
coverage of the market for farming 
equipment and services. 
PLEASE SEND FOR RATE CARDS OR LET OUR 


REPRESENTATIVE Disttss TERMS FOR CROLP 
BOOKINGS . . 


THE LEAGRAVE PRESS LTD. 


LUTON & LONDON, Phone: HOLborn 4401 


Wg NO 


THE HOME 
FARMER 


OFFICIAL ORGAN OF 
THE MILK MARKETING BOARD 


re eR 


guaranteed circulation 
160,000 monthly 

to all Dairy Farmers 

in England & Wales 


For rates and specimen copies apply to the Advertising Dept 
SAMSON CLARK & CO LTD 
57-61 MORTIMER ST., LONDON W.1 
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Massey-Harris formula: High 
quality artwork, factual copy 


\ ASSEY-Harris Ltd. are 
+ world-famous for the 
pioneer work in farm mechan- 
isation over the last 100 years 
The firm's origin lies in 
Canada, but the reputation for 
ther farm machinery 1s unt- 
versal 

While British offices existed at 
the turn of the century, it Was not 
until 1945 that the decision was 
made "to begin manulacture here 
The Manchesier plant began pro- 
duction the following year, and 
an additional! factory at Kilmar- 
nock, officially opened in 1949, 
has been expanding continuously 
im size and output ever since 

Over the past two years produc 
von on Great Britain has attained 
full momentum The machines 


now manufactured here are 
combine harvesters, costing up 
wards of £1,200, a  Dhiesel- 
engined tractor, and twelve other 
machines covering the farmer's 


mechanica! requirements through 
out the seasons 

As with other industries, special 
and difficult circumstances have 
affected the farm machinery in 
dustry im these post-war years 
problems of raw materials, the 
dollar shortage, and the need to 
balance exports with home sales 
British farmers had grown to 
respect the performance of the 
Massey-Harris “combine” before 
and during the war. imported 
latterly under “Lease-Lend.” 


company therefore gave the 
British farmer priorty for this 
and other important machines, 


although export requirements had 
to be met for reasons of the 
national economy. Whereas, for 
cxample, a motor car sent for 
export meant no more than some 
neonvenience to a home cus 


. _ - 


Artwork of high qualit 
Massev-Harris adver 


MASSEY-HARRIS 


PANE AOR METER Henne 


tomer, a “combine” exported 
meant that one British farmer 
would be less well equipped to 
harvest his crops for the national! 
larder. So, while some machines 
needed a straight selling policy, 
others (such as the “combine™) 
have had to be allocated rather 
than sold; and the advertising and 
publicity programme had to be 
shaped to meet these conditions 

There were other special con 
ditions to be observed. The name 
of Massey-Harris stands high the 
world over, and al] advertise- 
ments had to be in harmony with 
the firm's standing. Further, to 
many farmers some of the mach 
mes and the techniques they 
served were new, and consider 
able education was necessary if 
farmers were to use them and 
mainiain them well, 

Again, machines are sold to 
farmers through a dealer organ 
isation and many of the dealers 
have a peculiarly close and valu 
able relationship with the farmers 
in their territories, extending over 
many years The advertising 
scheme had to dovetail in with 
this relationship and indeed re 
inforce it. It was necessary also to 
keep the dealers and their staffs 
up-to-date with technical informa 
tion and other guidance, and to 


provide them with material to 
help them in their own sales 
efforts 


Finally, there were general con- 
ditions and traditions associated 
with any advertising and sales 
programme aimed at the farming 
community farmers are busy, 
practical men, perpetually anxious 
to see a satisfactory return on 
capital expenditure: therefore, 
before buying a machine costing 
several hundred pounds they have 
to see how it works, how well 
it does the job for which it 1s 
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has been one of the cornerstones upon which 
ng was built 


In copy. emphasis has been on 


the presentation of facts. 
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Terence Cuneo painted the front 
cover for the 1952 Massey-Harris 
Farmers Annual 


designed, and how it must be 
looked after 

These, then, were the main 
clements in the problem as it was 
when James A. Hodgson Lid 
became responsible for Massey- 
Harris advertising and publicity 

As a foundation for all advice 
and activity on behalf of their 
client, the agency (a) made a close 
study of farmers and the dealer 
organisation; and (b) established 
(and maintains) the closest and 
most cordial relationship with the 
client, in both office and factory, 
at all levels 

Art work of high quality has 
been one of the cornerstones upon 
which advertising has been built 
to the level of the Massey-Harris 
reputation Paintings from the 
skilful and effective brush of 
Terence Cuneo, for example, have 
formed a most attractive series of 
front covers in Farmer's Weekly 
and other publications, and many 
reprints have been sent to other 
countries, or hang framed in 
British farmhouses 

The amount of advertising has 
been carefully controlled to avoid 
causing difficulties arising from 
shortages The campaign falls 
into two chief groups: “Dealer” 
advertising and “farmer” adver- 
tising. Such publications as Farm 
Mechanization, Power Farmer and 
Farm Machinery and Implement 
Review are regarded broadly as 
“dealer” publications and 
Farmers Weekly and Farmer & 
Stockbreeder as “farming.” 
though naturally there is some 
overlapping 

Since the farmer is an astute 
buver. not easily influenced by 
sweeping claims or the more 
blatant types of publicity, em- 
phasis has been on the presenta- 
tion of facts. Slogans used—“In- 
ceased Yields.” for example—are 
designed to be eye-catching 
because they are factual 

Other problems are linked with 
advertising in the farming press 
There is a wide range of varying 
sizes, mechanical requirements. 
and qualities of paper; hence 
Hodgsons’ recommendation of a 
line (scraner-board) scheme— 
which was adapted and continues 
m use 

Advertisements feature a “live” 
illustration of the machine in 


m, at work on a farm, in 
con. ferable detail; this is sup- 
ple: ented, in the larger layouts, 
by taller line-blocks showing 
feat.ccs of construction. The 
sche claim Hodgson’s, has 
been extremely successful—and 
com> ectely practical from the 
production pomt of view 

A small section of the press 
adv sing was devoted to a 
Scotch series featuring machines 
produced in Scotland. This was 
tied up with special leaflets for 
use 1) Scotland and a paim trans- 
fer for the machines themselves. 

Supporting the main gress ad 
vertising and the Massey-Harris 
literature are the firm's direct 
mail magazines, ete. Well-known 
is the Massey-Harris Farmers 
Annual, of which two issues have 
been published 

Various periodicals have also 
been produced and circulated to the 
dealer organisation here and over- 
seas. In addition, film slides. in- 
struction charts, tractor log books, 
dealers’ signs and clocks for their 
premises, badges and the design 
of dealers’ vans are among the 
comprehensive services to dealers | 
arranged by the agent. | 


Literature 
at high speed 


New machines called for litera- 
ture at high speed, and facilities 
for adequate press coverage with 
photographs for the Eoonine 
journals. Editorial publicity has 
been used for this purpose and 
also to supplement advertisements 
in the job of educating farmers 
about new machines So, too 
films have proved valuable, both 
im education and in sales promo- 
tion. A dealer block scheme is 
provided to assist dealers in their 
use in their local press advertising 
in which they can announce film 
shows to farmers 

Finally, the great agricultural 
shows. particularly the “Royal” 
and “Smithfield.” are of course 
important dates in the farming 
calendar and in the Massey-Harris 
publicity scheme 


The newspapers 
of North Essex 


Lssex County 


Standard 


COLCHESTER 


Gazette 
Braintree and Witham 


TIMES 


| Over 45,700 a week A.B.C. 
17s. 6d. per s.c. inch Flat 


Wider 
Coverage 


MODERN POULTRY KEEPING 
regularly publishes comprehensive features on 
other small farming activities in addition 
to poultry keeping. 

This is well in line with current farming and poultry 
farming tendencies. Advertisers receive the benefit 
of a wider market than ever before. 

Take advantage of our new to new conditions. 
Include MODERN POULTRY KEEPING in 

your agricultural campaigns. 


Modern 


Make a note of it NOW! 


Rate card and specimen copy will be sent on request 
Advertisement Offices 
ROLLS HOUSE, 2 BREAMS BUILDINGS, LONDON, E.C.4 
Grams: Publimedi, London Phone: HOLborn 5708/9 


i 


Prize 


SLOGAN 
COMPETITION 


Bees Limited, the well-known seedsmen and nurserymen of 
Liverpool and Chester, offer a prize of £50 for the best slogan 
epitomising their business of agricultural and horticultural seeds- 
men, and growers of rose trees, fruit trees, shrubs and plants 

Competitors, whose name and address should be written in block 
letters on the back of their entries, may submit as many slogans 
as they wish. No covering letter should accompany entries and 
no correspondence can be entered into concerning this matter 


Selection of the winning slogan will be made by a panel of 
judges and their decison will be final. No employee of Bees 
Lid. or their adverioinge agents is cligible to compete All 
entrants will be notified individually by letter of the winning 


slogan as soon as possible after the closing date 


If. in the opinion of the judges, no entry is considered to be 
worthy of adoption and to be superior to their existing slogan, 
“Bees’ Seeds that Grow.” no award shall be made 

hk is a condition of entry, that the slogan which is awarded 
the prize shall automatically become the copyright of Bees 
Limited 

All entries must thx ved not later than September 30, and 
should be sent to the following address with the words “SLOGAN 
COMPETITION” written at the bottom left side of the envelope 


BEES LTD. 


Seedsmen and Nurserymen 
MILL ST., LIVERPOOL, 8. 
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THIS is the Industrial 
Worker...representing the 


THIS is his wife... 
skilful manager of the 


major part of the market family finances with a 
shopping bag full of 


Buying Preferences... 


forstaple products and now 
commanding ever-increas- 


ing Purchasing Power... 


THIS is a David Allen poster site ... ever-present 
background to the life of the Industrial Family... 


%* There are more than 6,000,000 industrial 
workers spending well over £40,000,000 
each week in the areas of N.W. England, 
N.E. England, Scotland, Northern Ireland and 


hirer sere" DAVID ALLENS 


All enquiries to Head Office: David Allen & Sons Ltd., 7 Buckingham Palace Gardens, 
london, S.W! Teleph : Sloane 0711. Telegrams: Advancement, Sowest, london. 
Area Offices in Liverpool, Newcastle-upon-Tyne, Glasgow, Edinburgh, Belfast & Dublin. 
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THESE are theChildren 
... already receptive to 


sales messages which 
mould life-long Buying 
Habits . . . 
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iS in the 
Reading 


“THE DRAPERS’ RECORD” 
(45,000 per week) and “ MEN’S 
WEAR ™ (14,500 per week) 

is factual proof of an excellent 
coverage for these leading 
Fashion, Drapery and Menswear 
Trade Weeklies, and their Trade 


Press news value make them a 
‘must investment for building 
up that essential bond of 
GOODWILL which is so 
substantial an influence on sales. 


Keep the Retailer on your side 


and you cannot go far wrong 


LEADERSHIP 
- through 


READERSHIP 


KINGS BOURNE HOUSE 


229 231 HIGH HOLBORN, W.C.2 
Telephone: CHAncery 629! 


Branch Offices at : 


Manchester 
Leeds 
Birmingham 
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lL 


Annual Survey of 
a ~ 


TRADE AND TECHNICAL ADVERTISING 


Return to ‘hard selling’ is reflected in 
many trade journals 


The return of the buyer's market is inevitably reflected in trade journals’ i 


advertising 
editorial columns. How this has affected policy and what it will mean in Coronation year 


Uwe QUAL LED ADVERTISING PRESSURE 
promgies new Miracle-green rootwraste 


opuvu TOOTHPASTE 
Pa ris ecine aioe 


Some national papers and maga- 
zines have been offering space in 
trade journals to large-space ad- 
vertisers, One advantage is that 
retailers have a chance to stock 
up, a necessary preliminary to the 
success of any “consumer” adver- 
tising. This Mentasol page is from 
Chemist & Druggist.” 


Cover of a four-page monthly 

house organ inserted into “Shoe 

& Leather Record.’ The return 
of “selling” is again stressed. 


are discussed in this article. 


TH E great difference between 
British and American trade 
press advertising, someone said 
the other day, is that the 
British manufacturer tells re 
tailers how good his product 
is, while the Americans concen- 
trate on publicising how good 
their advertising and promo- 
tional support for the retailer 
is. 


The criticism is considerably 
less applicable now than it was 
two years ago The disappear- 
ance of the sellers’ market has 
seen to that. As more goods be- 
come available and more lines 
come on to the market in many 
fields retailers are no longer pre- 
pared to take whatever 1s allo- 
cated to them. They want 
assurance, just as American 
dealers have wanted assurance for 
many years, that the stock they 
order will move off their shelves. 
The manufacturers, they argue, 
must show them that the selling 
operation is a joint one. 


Only a 
wan smile 


This changed attitude is to be 
seen throughout the wide field of 
the trade press. Headings such as 
“40 million advertisements will 
help YOU to sell . " are now 
commonplace; so much so, in fact, 
that the simple little device of 
adding up the circulations of the 
papers in which advertising is to 
appear produces no more than a 
wan smile. 

The hardening of the market, 
thus reflected in the increasing 
promotion by advertisers of their 
advertising, is also reflected in 
editorial columns. Features on 
various aspects of selling, from 
window display hints to advertis- 
ing suggestions are becoming 
more and more frequent 

“We are always on at them to 
wake up and sell,” is how Keith 
Fraser. director and general man- 
ager, The Tailor & Cutter, puts it 

Shoe and Leathe: Record now 
devote much more space to fea- 
tures designed to assist readers to 
sell. “We are campaigning,” says 
the paper. “to persuade the indus 
try to unite in co-operative pub- 


retail 
been 
help 


licity for footwear.” A 
advice service has also 
started specifically to 
retailers to sell more efficiently 
Fruit Flower & Vegetable 
Trades’ Journal approaches the 
problem from a different angle 
Part of their editorial policy, says 
the editor, Montague Keen, is to 
encourage retailers to have higher 
turnover on lower price tickets 
Electrical Times has recently run 
a campaign to stimulate interest 
in electric fires and to counter 
some erroneous statements made 
by competitive industries 
Much of the “education” of 
retailers is naturally directed at 
the younger generation. Outhtter, 
for instance, is starting a new 
feature, “Bringing up Junior,” 
aimed at the young assistant. The 
British Stationer has “punched 
home the story constantly that the 
young idea in the stationery trade 
must now be trained in selling as 
opposed to providing merely what 
the customer requests. This entails 
considerable educationa! effort in 
the stationery industry where 
retailers ‘have to handle some 
3,000 items in a fair sized shop.” 
Domestic Equipment Trader 
which only started publication in 
1949. has always concentrated on 
the need for hard selling. Articles 
appear regularly on al! facets of 
retail selling. and each issue also 
contains a feature in which a 
panel of experts answer questions 
on a large number of practical 
problems arising in salesmanship 
An unusual, though interesting, 
attitude is adopted by the editor 
of The Garage & Motor Agent 
“We have always belicved that 
salesmanship—in the best sense 
of that word. which is making 
people glad that they are one’s 
customers; not selling them what 
they don't want-—~is essential to 
solid business success. irrespec 
tive of whether one’s goods and 
services are in short or plentiful 
supply. We therefore regard the 
need for hard selling not as a new 
condition; merely the return of @ 
more normal economic state of 
things that the war and restric- 
tive legislation temporarily 
brought about. Al! but the young 
sters amongst our readers are 
familiar with tion: and 
the youngsters are learning how 


compet 


TRIBUTE TO 
A PREVIOUS 
INSERTION 


DEALERS EVERYWHERE ARE 


Tribute to a previous insertion, 

by Paton & Baldwin in “Drapers’ 

Record.” A gentle reminder to 

those who did not act on the 

first insertion, and a handsome 

compliment to a trade journal's 
pulling power 


to cope with it, either from their 
“bosses” or from direct personal 
experience, Our function is not 
to teach the ignorant how to 
motor-trade, but to supply infor- 
mation and suggestions which can 
be helpful to the educated.” 

The fish industry has not yet 
been hit by the need for hard 
selling. This, says the editor of 
Fish Industry, is because the in- 
dustry is being revolutionised: 
“The back-log of years of neglect 
is having to be made good as 
quickly as possible because of a 
general appreciation by all poli- 
tical parties of the nutritive value 
of this basic foodstuff, which 
causes the nation no raw material 
or foreign currency problems. 
Although regarded by the lay- 
man as backward, the fish indus- 
try is being guided by the 
Government-sponsored White 
Fish Authority to develop its re- 
sources as rapidly as possible. 
And so the installation of new 
equipment in all sections of the 
industry is going ahead 

What of the future? How will 
trade journals help manufacturers 
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urnishing.” 
the trade 


now doubled in size 
journal that really matters to its 


The NEW 


This handsome 


standards in informed 


written by men who know the trade for men who 
If you are handling a OL Le re 


trust 


their judgment 


campaign aimed 


furnishing business 
Write or tele; 


is 


THE NATIONAL TRADE PRESS LIMITED 


Drury House, Russell St., London, W.C.2 
Telephone: Temple Bar 3422 (17 lines) 
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SURVEY OF TRADE AND TECHNICAL ADVERTISING : 


Return to hard selling —continued 


to get co-operation for their 
Coronation year efforts? 

Opimon is divided as to the 
wisdom of running special Coro 
nation numbers On the one 
hand there are journals plan 
ning special Coronation numbers 
because their particular trade 
lends itself to such a treatment 
On the other hand, there are 
those publishers who propose to 
make no special editonal or 
advertising features 

Among those latter who will 
have no Coronation numbers is 
The Tailor and Cutter The 
paper's general manager and 
director, Keith Fraser. says: “We 
try to make every issue a special 
one. We do not think Corona- 


~ 

~ 

ff 

# 

ia 
fei 8 


rn reer 


eeRsmane Beitice 


Trade journal becomes consumer 

yournal when fittines for shops 

are advertised. This is from “Fruit 
Trades’ Journal.” 


tion year calls for a special 


number.” 
John Queenborough. editor of 
n The Garage and Motor Agent, 


supports Mr. Fraser No doubt 
we shall, in loyalty to the Queen, 
give a Coronation character to 
our issue for the week of the 


= Se Modaw 


Publica 


Home 


“Fu 


(Annually) 


ar 


Reta)! 


wondethul salesmen 


ceremony, but we have no inten- 
uon of persuading advertisers to 
divert some of their appropria- 
tions to it.” 

Other journals take compietely 
the opposite view, feeling that 
they should give considerable 
editorial coverage Shoe and 
Leather Record sammarise the 
position “Trade journals will 
play a part by direction towards 
sensible sales promotions for 
Coronation year, by organising 
trade competitions, by emphasis 
ing the need to develop a high 
standard of quality and design so 
that, while every legitimate trade 
possibility is seized, there will be 
no cheap commercialism of the 
Coronation.” 

Shoe & Leather News see their 
task as an educational one 
“Trade journals have an impor 
tant part to play in educating 
producers and retailers to the 
promotional possib,lities of the 
Coronation period. We shall 
produce a special issue giving full 
details of promotional themes 
planned as well as historic and 
other traditional features appro- 
priate to the occasion.” 

A great many journals are. of 
course, not vet decided on the 
nature of their efforts, though 
many, like Fruis Trades’ Journal, 
are determined to have some kind 
of celebration issue 

Among the trades which are 
particularly affected by the Coro- 
nation are those covered by the 
British Stationer and Gifts and 
Fancy Goods The British 
Stationer has alreauy started to 
publicise special Coronation lines. 
These will be publicised every 
month as manufacturers send 
particulars. At the same time in 
successive months from now on 
until the Coronation. a special 
Buyers Guide of Coronation 
Lines will be built up from 
notices given im previous issucs. 
“We think,” says the editor “that 
this simple form of Coronation 
directory will be particularly 


Continued on page 458 
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Famous Names 


in their | something 
| Respective Trades || to Shout about 
HARPERS wine « spinit Gazette 


The World's leading Wise & Spirit Trade || , 
weekly. MONTHLY READERS 


HARPERS sports « cames | MONTHLY CIRCULATION 


SUBSCRIBERS. 
The only weekly paper for the Sports Trade. 
| EXECUTIVE SUBSCRIBERS 
COAL ana coutiery news-DIGEsT INDUSTRIALISTS 
The monthly DIGEST for the COAL and 
HEATING APPLIANCE Trades. 


NOW RING UP 
E. B. PASSMORE 


REGent 4737 92% 


For full particulars apply SUBSCRIPTION RENEWALS 


HARPER & Co. efficiene 
8 Lioyds Avenue, London, E.C.3 | | y 
eS ee ae MAGAZINE LIMITED 


87, REGENT ST., LONDON, wu. 


Have youa | Paint Oil « Colour 
Ses 


product or 


Service to offer {| Hosiery 
EXPORTERS ? : 


| Devoted exclusively to 
if you have, you will find | Trade 
the advertising columns | 
of The Merchant Ship- the interests of Hosiery, 
per invaluable in keeping 
your same before the Underwear and Knitted 
Export Managers of all 
the principal British l - 
se pences See | FOURNAL Ff onterwer mons 
the monthly paper 


which keeps the Export ture for 59 y We have 103 firms adver- 
Manager up-to-date with 


all the latest changes in tising colours. They know we 
export regulations and 


is a publication which is % Largest paid-up circulation in this specialised field. have a record number of paint 
always being consulted. manufacturers and other users 
Your advertisement will *® Read at Director level in 38 countries. 


be constantly before the of colours subscribing. A record 
rvs Renn — *& Published in the heart of the Hosiery Industry on number in this and 63 other 
the first of every month. 


countries. 
* 
Specimen copy ond advertising roves a ee ek a oO Oe A oe Oe eee: eS Oe. We have in all 337 adver- 
will De sent on application to Please write for specimen copy and rate card to :— tisers —a recommendation of the 
THE MERCHANT SHIPPER The Advertisement Manager great advertising value of . . . 


2628 Cutter Sc, Londen, The Hosiery Trade Journal Paint, Oil & Colour journal 


Phone : Royal $322 11 MILLSTONE LANE «+ LEICESTER 83/86 FARRINGDON STREET 
; Telephone Leicester 60051 LONDON, E.C.4. City 4788/9, 4640 
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Nevin D. Hirst 
(Advertising) Ltd. 
Leeds and London 


for 
ULTRASONICS LTD 
to reach makers of preserves, 


pickles, milk products, soups, pastes, 
foods which 


manufacturing process. 


FOOD MANUFACTURE 
Stratford House 
Eden Street - London - N.W.! 


and all involve a 


FOOD MANUFACTURE Is one of the 
LEONARD WILL TECHNICAL GROUP 


4 B spectalised monthly 
| journal dealing with all 
| ctwal engineering in which 


| earth mowing and earth 
moving equipment are in- 
evolved opencast coal and 
iron «ore, hydro-electric 
developments, land re 
j clamation, harbours and 
docks, coast defence works, 
river widening, canal con 
eruction, etc 
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One of the most important developments in technical advertising of recent years 

has been the emergence of a new kind of creative team. Headed by a “technical 

author” or copywriter with a technical traiving and 

“technical artists” specially trained in the presentation of technically complicated 
subjects in a simpler, more comprehensible manner. 


A* important aspect of tech- 
nical advertising in which 
there has been considerable 
development recently is the 
preparation of illustrations 
Strangely enough, technical 
illustraung began im this 
country, then crossed the ocean, 
and has only returned to us 
recently. That it is important, 
may be gauged from the in 
creasing use of technical illus 
trations in the press, in books 
and brochures, on posters and 
it exhibitions. The technical 
artist, @ comparatively recent 
arrival on our advertising 
scene, has come to stay. 

But, before we meet this in 
teresting individual, one pont 
must be both stressed and amp!: 
fied. There should be no dividing 
ne between art in general and 
technical illustrating in particular 
Ihe two media should not only 
be blended, ‘they should be 
thoroughly mixed. Each can learn 
from the other. It is therefore in 
advisable to define and confine 
technical illustrating since this 
automatically reduces the interest 
provoking flexibility obtainable 
in technical advertising 

For example, technical illus 
trations have been defined as the 
conversion of orthographic blue 
prints, by means of isometric of 
perspective projections and pre 
cision three 
dimensional some of 


instruments to 
views, 


vel 


the best technica! i/lustralions are 
either specially prepared blue- 
prints or free-hand sketches, both 
of which can be seen from time 
to tume in the technical press 

The question that really re 
quires answering is this: If it is 
necessary to present technical 


by 
W. B. PEREIRA 


subjects pictorially, and it is 
necessary in this technical age, 
what is the best way to do it? 


A clear-cut answer is essential 
and the technica! artist is the man 
to study for he is the man who 
does the work 

The technical artist suffers from 
that complaint beloved by 
modern novelists and cinema pro 
ducers — namely = schizophrenia 
As his name indicates, he has a 
hybrid personality He is both 
technician) «and = artist Those 
golden boys who emerge from art 
school to tackle technical subjects 
with 


blithe abandon afe not 
technical artists Neither are 
those draughtsmen who are 


shifted on to technical illustrating 


because a dim and distant per- 
sonne! manager reshuffled some 
clock cards. The real technical 


artist must be both technician and 
artist. He must have had both 
technical training and art school 
training 

A building is as strong as its 


Typical of one style of technical illustration: A section 
engine fuel 


view of @ gas turbine 


ee Om 


r-brushed 
ph Lucas 


pump executed for 


Gas Turbine Equipment) Ltd 


-it includes several 


foundations. Similarly, the appli- 
cant for the position of technical 
artist should have spent several 
years learning his trade. 1 write 
trade because the technical artist 
is Not recognised as yet either as 
an arust or a professional man 
in this country. This is to be de- 
plored, but there it is 

The technical arus is continu- 
ally faced with the decisions of 
artistic selection. The artist in the 
technical artist also appreciates 


constructive critucism, likes 
people to be interested in his 
work Many, many technical 


artists have changed over from 
industry to advertising agencies, 
then drifted back to imdustry, 
because there was no intelligent 
interest shown in their work. No 
one quite knew what they were 
doing. 

Which brings me to another 
pot, that of teamwork or who 
tells who what. The ideal person 
to work with technical artists is 
the technical author. In the engin- 
cering industries, where technical 
authors are playing parts of in- 
creasing importance, it has been 
estimated that the average daily 
output of a technical author is 
about four hundred words. This 
may not seem a lot for straight 
copy, yet it is a lot: First of all 
it 18 a lot because technical infor- 
mation must be very carefully 
collected and sifted, written and 
edited. During this complex pro- 
cess, the technical author must 
maintain a supply of work for his 
technical artists. Thus, if the 
actual ume taken to write four 
hundred words is about half an 
hour, the difficulty is to find a 
free half hour. Added to this is 
the disconcerting fact that if only 
one illustration is required with 
the four hundred words, that illus- 
tration may take as long as two 
or three weeks to produce. In 
many cases, two or three illustra- 
tons are required with four hun- 
dred words and that is why the 
engineering industries employ, 
and the best technical publica- 
tions are turned out by, teams of 
technical authors and artists— 
two, three or even four artists to 
one author, according to the 
nature of the work 

It has been argued that though 
this may be the best way, surely 
it cannot be the cheapest way 
when considered in terms of 
salaries. It can also be argued 
that if one is working to a 
cheese-paring economy then it is 
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POWER 
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To be published early 1953 with a minimum 
Last edition 1946. 
illustrations and 
packed with valuable information 

Sale price $1 - (post free) 


life of five years 
Over 800 pages numerous 


tables 


Divided into 15 Sections, each section separated 
by a Guide Card. The Sections are as follows : 


BEARINGS HYDRAULIC 

BELTING PULLEYS 

BELT JOINING ROPE DRIVES 
HAIN DRIVES SHAFTING 


COMPRESSED AIR V-BELTS &] ROPES 


OUPLINGS & CLUTCHES MISCELLANEOUS 


GEARS BUYERS’ GUIDE 
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Apply for Rote Card to: 
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TRADE & TECHNICAL PRESS LTD. 
65 66 Chancery Lane 
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Publishers of : 


Power Transmission "' (monthly). 
Power Transmission Directory & 
Trade Names Index "’ (biennial). 
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SURVEY OF TRADE AND TECHNICAL ADVERTISING : 


Emergence of new creative team—continued 


ft «ploded view 


another typical technical illustration. 


This depicts 


one of the Plessey range of electric actuators 


permissible to clip a few pages 
of thumbed typescript and greasy 


blueprints together and forget 
about the existence of art paper 
and such like fooleries. But, if 
one is striving after quality in 
technical advertising, then tech- 
nical artists become as essential 
as matching colour inks and 
selecting type faces 

The technica! artist alone can 


scale down a huge hydraulic press 
to the confines of his board, pick 


out the salient features and lay 
bare the innermost mechanisms. 
A team of one author and two or 
three artists can transform a stack 
of rough notes and even rougher 
design drawings into a sales 
brochure alive wit! interest 
Furthermore, and this is the 
answer to the salary objection, 


such a team has an astonishingly 
high eutput. Within a few days 
of the team being formed, author 
and artists work as one. Explana 
tons grow shorter, then become 
unnecessary Standards soar 
Eventually, the author has only to 
write his four hundred words and 


hand it to the artists for them to 
illustrate, They now know exactly 
what he wants. As they say in the 
Navy. “A little ship is a happy 
ship ” 

Happy ships, however, must 


be shipshape, and this essential is 
closely connected with equipment 
and working cond $ The 
technical artist has to do most of 
his work from blueprints An 


ordinary drawing board is there 
fore not enough. The artist must 
be provided with ei! an addi- 
tional table or a board extension 


so that he may spread out his 
many blueprints in comfort. This 
seemingly trivial point may be ap- 
preciated better by the mention 


that some blueprints are thirty 
feet in length! 
Two excellent technical illus- 
trating office layouts spring to my 
| mind. The first is simple, the 
second slightly mor cxpensive, 
but both are very workable. With 
the first arrangemen!. two ordin- 
ary trestle tables are placed at 


right angles to each other. An 
adjustable drawing board is fitted 
to one table while the blueprints 
may be spread out on the other 
The artist sits on a swivel chair 
in the angle formed by the tables 
The second arrangement is that 
of a specially constructed drawing 
board and a long bench The 
artist now has his drawing and 
blueprints side by side. 

Place athe artists’ equipment, 
together with an author's desk, 
in one room, provide them with 
decent lighting and heating, have 
the place kept spotiessly clean 
and the results will speak for 
themselves, Such details as swivel 
chairs and long benches may ap- 


pear trivial, but, to quote that 
great (technical) artist Michael 
Angelo. “Trifles make perfection 


and perfection is no trifle.” 


: 

‘Chemical Products’ 

: ° 
to increase size 

Chemical Products, one of the 
publications of John Trundell & 
‘artners, is being increased in size 
to 10 in. x 7 in. type area, com- 
mencing with the January 1953 
number. World Fishing from the 
same firm, though only six months 
old, has been well received. It caters 
exclusively for commercial fishing 
interests and its feature articles are 
summarised in German and French. 


* . * 


Rayon Review, a new, eight-page 
publication by the British Rayon 
and Synthetic Fibres Federation, is 
to be published every alternate 
month. It will enable firms in al! 
sections of the industry to keep in 
touch with current affairs. 


> * * 


With 56 pages and a six-colour 
front cover, September Fire 
tection Review is the largest issuc 
ever published. Nearly 40 pages 
are advertisements, mostly of fire- 
fighting equipment Recent devel- 
opments im (fire engineering are 
reviewed. 
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SURVEY OF TRADE AND | UCHNICAL ADVERTISING 


ADVERTISER'S WEEKLY 


Emphasis is on the value of brand names 


RAND names form the 

subject of many articles in 
the trade press these days. In 
the main, the emphasis is on 
the value to retailers of goods 
carrying names which become 
household words through 
national advertising and pub- 
licity One journal suggests, 
however, that some retailers 
stock too many branded lines. 

Asking the 
brand = collector? 
Leather News says 
trader has deveioped whose 
looks like an emporium for clearing 
out “seconds” of every branded 
shoe manufacturer “A customer 
may walk into the chop and grow 
dizzy with the number of show 
cards presenting different names and 
brands so that a tour round the 
sales floor becomes a sort of un 
official reading lesson The shop 
itself has no character, because it 
has shared its personality out among 
ten or twenty different manufac- 
turers. 

“If there are so many brands in 
one shop, how much-—or rather, 
how litth —business does cach manu 
facturer do with this type of 
retailer?” asks the writer 


“Can all the brands 


quesiion 


in such a 


Of all the services the trade press renders advertisers one 

of the most important is the promotion of the importance 

of brand names. SCRUTINEER spotlights some recent 
references he has seen. 


mn make a profitable turn- 
manufacturer and retailer? 

ly grain of comfort comes at 

i y time, when the retailer 
cong sates himself on having the 
mayor share of his stock on the 
instock plan at the factory, so that 
his holding is far less than a mim 
num adequate for good service to 
the customer. There can be no 
comfort in a turnover spread so 
thin among so many for what 
effort can be put into the selling of 

brand or another to make t 

houscroom on his stock 


, dee upon the type of 
sho 1 argest percentage of custo- 
mers asking for branded lines are 
older women, and women demand 
ing fitting shoes. Professional women 
have to a large extent joined the 
brand-conscious group these days, 
and the younger branded customer 
has im recent years been converted 
from buying any sort of shoe by 
brand promotions in casual styles. 


So these days a branded shoe custo- 


RO et eee 
mer may be anything from 18 to 
80. Men are less brand conscious, 
but becoming more so with the in- 
c. ease of men's branded shoe adver- 
ising A large section of the 
children’s business is done on 
brands. 

“But how many brands in cach 
section will allow justice to be done 
and a profitable turnover achieved” 
In the small business, surely very 
few. 

“Not more than one or two for 
children, two for men, and in the 
women's department according to 
the ty of trade done and service 
offer If there is too much dupli- 
cation in fitting ranges, in casuals, 
ir fashion lines how can the sales 
staff put every ounce of enthusiasm 
needed behind any one brand to 
keep the stock turning’? With so 
many brands to choose from~can 
they have a thorough knowledge of 
ali the selling points of cach? And 
most important of all-—with too 
many brands in stock can the re- 
tailer afford enough sizes to give 


customers the top level fitting ser- 
vice which any shoes require to be 
successfully 


Tee mrortance of brand names 
in selling was stressed by the /ron- 
monger im an article dealing with 
the activities of the Brand Name 
Foundation of the United States, 
compiled from a report in the New 
York Hardware Age The main 
objective of the Foundation is ‘o 
promote a wider use of brand names 
and in pursuit of this end it sponsors 
a series of awards to retailers in 
various fields for outstanding efforts 
in promoting branded and trade 
marked goods. 

The Jronmonger records that the 
hardware classification of 
scheme, over three hundred stores 
submitted entries, and the five 
winners received ther awards with 
much ceremony at the annual Brand 
Names dinner. The winner of this 
year's contest received a plaque con- 
ferring on them the title, “Brand 
Name Retailer of the Year in 
Hardware.” 

* * > 


ANOTHER TREND caused = = by 
recognition of the importance of 
brand names is spotlighted in Men's 
Wear 

Commenting on the changing of 


£83.99 


1.100 


is spent annually by the oil industry on British 


plant, machinery and equipment. 


ESTABLISHED 


1899 


FORTNIGHTLY 


PETROLEUM 


This vast and expanding industry is open to manu- 


facturers through PETROLEUM TIMES 


recognised, journal of the British oil 


the 


industry. 


With its world-wide readership and fully paid circula- 


tion Petroleum Times is a positive investment in oil. 


Write to-day for specimen copy and Advertising Rates. 


THE 


rg’ FP 
PIMES 
rt A 


Brettenham House, Lancaster Place 
LONDON, W.C.2 


TELEPHONE: 


TEMPLE BAR 9079, 


1607 


TELEGRAMS: PETIMES, LONDON 


Pe ; , ‘ +e ' \ 
a .? 
: Ee = Cs : 
my) ————— eee — —— 
Es ee 
_ * * * a: ae 
: aa 
PS hae of ei ‘a Mr iit aye 
; a 
e . 
‘ 5 
i 
o% 
4 Fi as 
| : 
ie sis 
Ee 
F pedi 
ets 
ates ——_—_—_—— $e a 
PY, 
Pr & 
| 
; * se * 
i 
. , 
ee ® 
| 
_ eee Pt 
eC Ps 
‘ 9 : 
on eeeCti‘“C STC 
— | 
eee nor 
ieee 
ee a | Z 
ee : 
CSCS 
- 3 ae 4 
“A ¥ —_ I a » . Be Ls Ma 7 : 
i eee oS ae ra eae a ee so ae, 
j : wer een > eee Tae 2 a Fs a \ he. = ye. fee a 
Vey os we | SRS Ste \ ec OM : ee “oad tee 


re come 


we seeeeee 


ADVERTISER'S WEFKIY 


A reliable medium for 
HOME & EXPORT 
Advertising, reaching the 
firms that matter and read by 
Executives in all Branches ot 
the METAL and its Allied 

Industries. 
Twice Weekly. 


Tuesdays & Fridays. 


IMPORTANT ANNOUNCEMENT 
25% SPACE BONUS 


From lanuary next, the old established monthly technical 
journal, CMEMICAL PRODLCTS, will increase its 
page area to lOins by 7ins. all rates remaining 
unchanged Write or telephone for full details including 
overseas breakdown, sample of readers, industries covered 
Full colour available 
Temple Chambers, Ternpie Avenue, London, EC 4 Tel City 6537 
A John Trundell Publication 


type 


Technical articles of real interest to engineers 
and executives appear regularly in the new 
monthly Mechanical World. Hf your products 
appeal to the Engineering Industry, send for 


free specimen copy and rate card. 


~ Mechanical World — 


AND ENCINEERING RECORD 


( Published monthly in London and Manchester 


Emmott & Company Limited, 2! Bedford Street, London, W.C2 
Manchester Office 3! King Screee West, Manchester 3 
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Light & Lighting 


The only lighting journal 


32 Victoria Street, London, $.W.1 Abbey 7553 
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Emphasis on brand names —continued 


Lid nakers © Van 
Heusen” shir and lars » The 
Britwh Van Heusen Co., I the 
paper says y snothe well 
known bame i to pass out of the 
trade directory, in tavour of one 


which identifies the produc with 
the branded produ Retailers 
gencrally. welcome this linking of 
supphers and thew brands pecially 
im cases where th ide mame has 
practically blotted our the identity of 
the maker, purely through planned 


and effective mark 
promotion 


ting 


and 


* * * 
WHEN SUPPLIERS p to mtroduce 


sales promotions often 


over 

looked that intens research 1s 
needed beforchand order to 
obtain O-oper o of distri 
butors os is netimes for- 
tien Mocks ¢ apart from 
s of fashor rc Oul-moded 
vermght ui publ good 


d hex es al 
ivailabl < related to a 
particula schen vs Drapers 
Record, and quot he case of 
schem organised by Bird & 
Yeomans Lid 
This he story: Four months 
gO, when heavy stocks generally 
were such dache, « was a bold 
mov isk wholesale buyers to 
turn all th holdings of “Blue- 
bird” rayon hose and suggest they 
(a) send another ord (b) buy a 
different quantity (c) make no 
placement 
The importan was that it 
the hands 
ch to launch 
up. Some 
returned 
xl move 
of rets 
ynal adver 
iken in the 
details and 
ds available 
require the 
sssistance of cigh de factories 
© cope with demand. although cer 
Lain processes ar f he parent 
factory to ensur formity of 
Sandards 
t has heen f d that the 
voucher scheme for obtaining studio 
ort s of film stars has a snow- 
ball eff Even so, there is no 
standstill in the promotion drive 
new iKicas being ously deve 
loped he lates Spot -the-Legs 
contes has prod d ove 14 
ullion en ‘ R s. loo, are 
co-operating with cinemas in 
joint publicity ir pect of film 


showings, says the journal 


* * * 
created by 


hairdressers 
may follow 


A SERIES OF STY 
leading artists, so 


throughout the ¢ 


or miliate styles su to Corona 
ion yea ure fea 1 in Hair 
fressers’ Journal The paper says 
that not ecnough h ressers can 
competently carry he cutting 
ssential for Cour ! celebration 
styles and remind ders 

ournal art d experts are 
ut the disposal of de. What- 
ever advice our d ed we will 
gladly supply bu we know 
your requirements wi innot help. 
Our function is give the advice 
of our experts to th fe generally 
Now the trade ws on vw verge of 
expansion, hairdress should take 
full advantage of situation 
There are overseas ¥ rs, there are 


& win 
£100 

in CASH 
ro ime 

BARGAIN’ 


field with 
Ryvita with 


Among the first in the 
C coronation 
this page in Gazette 

Retailers are asked to write for 


details of a competition 


news is 


Grocers 


members of the public 
whom we should cater 
An important pot raised in a 
leading article in the Journal is the 
necessity of business ability, as well 
as a flair for hairdressing, for those 


here for 


wanting to start their own busi- 
nesses. “Artistic ability needs the 
control and direction of a business 
mind it iS pointed out ‘Some 


extremely successful hairdressing 


businesses have been built by co 
operation between a skilled artist 
and a shrewd manager That type 


of combination 
far the greater 


is for the few. By 
number of master 


hairdressers must combine both 
abilines 
> > * 

THe VALUE OF advertising on 
buses is stressed in an article in the 
Shoe and Leather Record, which 
says this form of publicity, in terms 
of actual cost per unit, is very 


reasonable and well within the scope 
of the average retailer's advertising 
The economy of the 
medium is even more apparent 
when it is realised there is no waste 
circulation. It is a simple matter 
to select areas to be covered and 
the coverage can be measured 
exactly 

In a subsequent 
advertising manager, Milward & 
Sons, Ltd eading, who were 
mentioned in the article, writes 

“We have used bus advertising 
for a great number of years and no 
doubt it is this consistency which 
has proved so successful We 
believe it is equally important to 
use the same position throughout 
the service and, as far as possible, 
the same general design and colour 
scheme 

“We would join your correspon- 


issuc, J. Earl 


dent in thoroughly recommending 
bus advertising for the smaller 
retailer Any particular knowledge 
of skill which is required in the 


Preparation of the advertising is 


readily available 
* * * 
A FEW weeks after Furnishing 
World had told readers about a 


“Pot o' Gold” selling idea which 
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Accountants 


ACCOUNTANTS 
JOURNAL 


OF THE ASSOCIATION OF 
CERTIFIED AND CORPORATE 
CCOUNTANTS 
Edtor 
1. C. LATHAM 
L., FA-CCA., FSAA., F.CLS 
Page Hate €21 
Special Position £26 5«. 
22 BEPFORD Qt Aner 


LONDON, W.c.15 
MUSeum $163 


Circulation 2! 000 monthly 


THE MONTHLY REGISTER OF 


Trade & Specialist 
Publications. 


Bow: and Shoe Trade 


Brito » : Leading Weekly 
Shoe « Leather Trode Peper — 

THE SHOE & LEATHER NEWS 
SPENCLR WOUSE, SOUTH PLACE, E.C.2 
Ac --tsement Rates on Application 
Telephone MOM 0666 9 


Advertising 


a ~ Building 


DISPLAY 


Design and Presentation 
The Display industry's leading magazine 
(established |919)—influential editorial 
comment supported by the largest 
Audited net paid circulation 
a BLANDFORD PUBLICATION 

16 West Central Street, W.C.! 


Architecture 


BRITISH HOUSING AND PLANNING 
REVIEW 


Largest circulation among local 
authorities and official bodies 
in UK 
Bi-monthly | 6 
4 Devonshire Street, London, W.! 


THE BRICK BUILDER 


High class illustrated architec- 
tural and technical quarterly. 


Only journal of its kind special- 
ising in brick construction. 


Average 6,500 copies 
per issue. 
CLAY & BRICK PUBLICATIONS LTD. 
23 Tavistock Street, 


London, W.C.2 
TEMple Bar 7664 


Export 


Furnishing Trade 


BEDDING & UPHOLSTERY 
tacorporating “ SLEEP 
The only Brush Specialised journal 
devoted aids to the industry. cover- 
ing Pillings © Springs © Components 
Machinery FPounshed Matt: «sses 
and Upholstered Suite 
Editorial and Publishing off. « 
Purnival St 


. — = — = -— wa wow } 
S The 5 
¢ Furnishing } 
, World 5 
7 bor comp c coverage ‘ 
{ of THE Rerait aa : 
{ MANUFACTURING : 
4 SIDES of the Furnitare, } 
4 Upholstery, Bedding and 5 
4 Furnishing Trade 4 
4 100 Pleat Strect Londen 6.C.4 3 
} cl.: CHA. 8844 : 
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Finance and 
Investment 


MONEY & INDUSTRY 
Circulated chiefly on Subscription 
basis to people of High Income 
Level. 


35 Essex Street, Strand, W.C.2 


Metal Industries 


_— journal in steel 

for real reader interest 
—_ 

THE BRITISH 


STEELMAKER 


7 CHESTERFIELD GARDENS WwW.) 
REGent 3066 


THE BRITISH WIRE JOURNAL 


THE WIRE INDUSTRY 


known throughout the world to 
buyers 

WIRE © WIRE ARTICLES - CABLES 

ROPES MACHINERY - EQUIPMENT 

F drtorva! and Publishing Offices 


33 Furnival Street, London, £.C4 
Tel. Holborn 9556 


Paper Trade 


Heavy Clay 
Industries 


Transport 


PASSENGER 
TRANSPORT 
* 


Your announcement in “ P.T.” 

reaches operators and manufac- 

turers of the world’s largest road 
vehicle fleets. 


* 
PASSENGER 
TRANSPORT 


“ENGINEERING 
& ALLIED TRADES REVIEW” 
A quarterly publication 
devoted to EXPORT 
World-wide circulation 
15,000 copies per issue 
165 FENCHURCH ST., LONDON, E.C.3 


THE PAPER MAKER 
THE PAPER MARKET 
THE PAPER BOX & BAG MAKER 
PHILLIPS PAPER TRADE DIRECTORY 
OF THE WORLD 


THE BRITISH CLAYWORKER 
Leading world technica! journe! for 
Brick, Tile ond Saenitery Were 
Industries. 
Overseas Sales equal 33° of total 
circulation 


CLAY & BRICK PUBLICATIONS LTD. 
23 Tavistock Street, London, W.C.2 
TEMpte Bar 7664 


S. C. PHILLIPS & CO., LTD 
3 TUDOR STREET, LONDON, E.C.4 


Timber Trade 


Fish Trade 
——neme 


FISH 
INDUSTRY 


is the monthly trade and technical class 

magazine to reach executives in the fish 

trade 

a BLANDFORD PUBLICATION 
16 West Central Street, W.C.! 


SERVING THE CERAMIC INDUSTRY 
The Refractories Journal (( 


Wicial Organ 
of The Refractories Association of Great 
Brita) Ctayeraft (Official Organ of the 
Instgute of Clay Technology) ( ceramic 

” Machinery Makers and Ceramic 
Manufacturers at home and overseas. 
(Publehed at 4 Townsend [Dr St 
A‘bans. Herts.) Annual Subscription: Ms 
Gh. Britain, 1%. Overscas. Sing copies: 

2s. 6d. plus postage 
londva & 4 Pubtshing | Co, Laa., 
7 Chesterficld Gardens. Curron Street 


London, W} 


WOODWORKING 
INDUSTRY 


The technical Journal of the 
timber using industries. 


180 Fleet %., London, B.C .4 
Tel. CHA 6844 
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USE THEIR OWN WEEKLY- 


Published by 


Food Manufacturing 


Hotels and Caterers 


Municipal Works and 


Local Government 
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and Restaurant Trade Journal 
To reach the buyers, owners, managers 
and executives in the hotel and restau- 
rant trade, use this leading independent 
monthly 
a BLANOFORD PUBLICATION 
16 West Street, WC! 


CATERING 


MANAGEMENT 

To reach the buyer in large-scale cater- 
ing i" industry, hospitals. schools. net- 
tutions, use the only independent 
monthly journal dealing exciusvety with 
rr market 

BLANDFORD PUBLICATION 

"6 West Central Street, WC! 


SURVEYOR 


The Powerful and Trusted 
Journal for all 
Advertisers 
wishing to reach :— 

@ EVERY LOCAL AUTHORITY 

@ PUBLIC WORKS CONTRACTORS 
@ THE BUILDING INDUSTRY 

@ ARCHITECTS & SURVEYORS 


8 SOUTHAMPTON ROW, W.C.! 


TELEPHONE: HOLBORN 6452 
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ADVERTISER'S WEEKLY 


MONTHLIES FOR SPECIALISED 
INDUSTRIES AND TRADES 


WOOL 


REVIEW 


Specimen copies and rates from 


222 STRAND, W.C.2 


Telephone CENTRAL 1253-4 


GOODWILL PUBLICITY 


in the shop in the 
street in the market- 
place in the home. 


Yes, LEARUBBER BALLOONS 
bearing Names tales menages 
thang medi um——es 
national Advertis 
’ Agents know to 


utitully printed with any 
design or wording are ox 
tremely low in cost Write or 
“phone for full details and novel 
dens im getting utmost 

~ publicity from their use 


LEA BRIDGE 
ys» RUBBER 
~ © WORKS LTD 


{1 /{ UBA BRIDGE. LONDON, Es 
| / | Telephone AMHerse 
bd % Telegrams Learubber 


¢ — 


O's 


MINING 
EQUIPMENT 


Mining Equipment isa 
monthly export journal 
reaching almost every single 
rune of mining company 
of importance in almost 
every single overseas country 
excluding the U.S.A 

The following is a recent 
analysis of country-by- 
country circulation 


South Africa (Union) oe 
Rhodesia, Sou: -m 
Rhodesia, North 2” 
Gola Const 8 
Kenya a 
Uganda . 7 
Tanganyika. ” 
Beigian Congo 
co . 


Nova Scotia ” 
New Brunswick 2 
Province . 100 
Ontario . ne 
Alberts . . 
Manitoba . : — “ 
Saskatchewan ee ” 
North Weet Territory 6 
ukon ‘ Bi 
British Columbia . 
LATIN AMERICA 
Argentine _ 
Bolivia . . oO 
Srasit . ud 
British Guiana is 
2 22 
Os. ._ se 
Ecuador. . " 
re se 
Uruguay . 's 
Venexuels . u 
America 62 
ASIA 
India and Pakistan ar 
Saud: Arabia 3 
T 4 
tran 5 
Iraq " 
Turkey . , 
Miscellaneous 2 
EUROPE 
Austria 's 
jern 4 
Cyprus , 
fire . . n 
Fintand 0 
France . 1% 
Germany 180 
Greece . ™ 
Holland. ». 6 
lealy . : un 
Luxembourg 2 
— . ‘a 
tugs : . 
mn . “” 
Switreriand . - 8 


Member of the Audit 
Bureau of Circulations 


MINING EQUIPMENT 


16 KING STREET, LONDON, E.C.2 
Tel: MONarch 3293 
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Emphasis on brand names—continued 


had been put into use in America 
¢ Rayment a ¢ leh t 
firm of house furnes! 


ind found it w 
of! 


started 
which to 
Rayment 


id shopp 
s “Pot 


it will be YOU 
price of a bedroon 
This was fx wed 
very large post 
ol a large pot 
which were placed 
windows to ann 
were running a “P 
might and that 
given in the wind 
ocal papers 
The final adv seomer told 
customers the whole idca Reach 
mto Rayment’s ‘Pot Gold’ and 
withdraw as many Ss a8 you can 
hold in one hand The total sum 
will then be deducted from the sale 
price of any bedroom or dining 
suite bearing a “Pot Gold’ ucket 
in the windows and showrooms 
The fortnight was opened by 
members of the Georg tchell 
Glee Club, who were gving a show 
in the town In the windows, bed 
room and dining suites only were 
displayed all beanng a cut-out 
of 


th 
table was draped with gold maftrial 


on which was placed a_ goldfish 
bow! filled with silv In front of 
this was a large showcard giving all 
the details once aga 

Each day a notice was placed in 
the window giving th sults of the 
day before 

Summing up, Rayments§ told 
Furnishing World that while the idea 
has been worth trving, it had not 
brought the large sales they had 
hoped for, but had caused much 
interest and been a wonderful 
advertisement 

* * * 


WRITING ON the f 


Cucumbe 


Tomato and 


r Week Bristol, Fruit 


rades Journal says appears to 
have justified the large amount of 
work and small amount of 
moncy spent on publicising these 
commod:ties “The organisers are 
to be ongratulated on the extra 
ordinary amount of local press 
publicity which the Weck achieved, 
and = local retailers, tox deserve 


praise for the volur 


of bright ideas 


displayed in their shops 

“This was the fir fa series of 
similar Weeks Many may be 
sceptical about the value of sporadic 
publicity of this n but when 
supported as this was by a nation- 
wide sustained ca mn, there is 
not the least dout it the long 


term effe 


and distributors alik 


ducers 
£10,000 
ought to 


free display space 


cts are valuat 


to growers 
Those pro 
spending 
campaign 
y are getting 
ps through- 


who hy grude 
on a 
realise th 


pub y 


out the country—spa worth many 
more thousands paper 
* * * 


A. Fowarp Hawwoxp 


writing in 


Men's Wear says of the so- 
called display oduced by 
makers of prop merchandise 
ire inappropriat d useless: but 
hey should not | demned be 
fore they have beer n and tried 

4 or any d. practical 
easons, the ret nds any of 


s¢ proprictary display features 
wuitable for use in windows 
grounds fc ec hould be 

‘ wd to th repre ive of 
’ mn concerned nex ec he 
h dvises ticism 

“ be helpful to the manufacturer, 


uids generally 
} hey are not 
enthusiastically used by 

dispropor- 
the results 


By making the most effective and 
duly proportionate use of the dis 


tx we these display 
: costly, and if 
dely and 


‘ he wlay is 


play features supplied by manufac- 
u outfitters can obtam the 
following advantages, says Ham- 


mond 

1. Substantial reduction of the 
costs they themselves incur im the 
presentation of merchandise in thew 
windows 
2. Reinforcement of the appeal 
made by their displays, due to the 
fact that they are, by this means, 
linked with manufacturers’ press 
ndvertising 

1. Provision of 
ynd interesting information about 
the sources of supply of the goods, 
he materials from which they are 
how they are made, and so 
yn; all of which tend to give shop 
pers more ccnfidence in the 
, roducts 


“ready-made 


Return to ‘hard 
selling ’ is reflected 
in trade journals 
Continued from page 450 
effective. As the stationery trade 
deals very largely in all types of 


souvenirs for such events as the 
Coronation, we shall be giving 


eeceeseeoes 


DA ed 


full publicity to all official 
announcements on the form that 
such souvenirs, etc.. may take 
There will be a special Corona-- 
tion issue of British Stationer in 
January This, while containing 
i special supplement giving as 


much notice as possible to Coro- 
nation lines, will contain much 
general editorial with the accent 
on Royalty and the Coronation 
For example, the relationship of 
the Royal Family and Parliament 
to printing and the graphic arts 


and crafts with which the 
stationery industry associates 
itself, will be given much 
prominence.” 

Gifts and Fancy Goods are 


naturally closely connected with 
the trade in Coronation souvenirs 
A member of the paper's editorial! 
board is actually on the Corona- 
tion Souvenirs Committee, Coro- 
nation matter will be featured 
extensively in all issues up to the 
Coronation. but there will be no 
special Coronation issues. “Buy- 
ing is already active.” explains 
the editor, Eugene Jacquier 
Whatever plans the journals 
are making, one thing is certain: 
Coronation Year will present 
them with opportunities galore on 


both the advertising and the 
editorial sides. They will assuredly 
make good use of their oppor- 


tunities in expanding their service 
to the trades they serve 
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Everybody 


Advertising 


reads 


Advertiser's 
Weekly 


The only journal devoted entirely to advertising 


Member A.B.C 


ie PLEET STREET, LONDON, E.C4 
Telephowme CHAmcery 8844 (15 limes) 
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has 
designs 
on 
CELOTEX Tea 


INDUSTRIAL HARDBOARD? 


The stand designer? The client? Or the account executive ? 
They all have! Because Celotex Industrial Hardboard is the 
ideal all - purpose display material at a very competitive cost. 
It handles like wood, is easily decorated or painted, can be 
prefabricated and used again and again. Use Celotex for all 
types of exhibition work — partitions and walls, counters and 
doors, display panels, cut-outs and countless other jobs. 

In economic, easy-to-handle sizes — 4’ 0° wide and up to 
5’ 0° in length— 


eat 


Celotex Industrial Hardboard 
costs only 27s. Od. per 100 square feet, ex works. 


Use Celotex Hardboard whenever possible from 


now on. It suits everyone / 


—$— TE 
is err Sata aie ts eon) 


CELOTENXN | 


Write or telephone the Industrial Sales Department 
for further information and samples. 


CELOTEX LIMITED, NORTH CIRCULAR ROAD, 
STONEBRIDGE PARK, LONDON, N.W.10. (ELGar $717) 
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EXPORT ADVERTISING AND MARKETING 


By bk. W 


1 addressed the 
Associa 


AST year 
4 Danish Ady 


sing 


; thon But before | began to 
‘ speak, a p ninent member of 
; the audience arose and said 
q Let's talk about cheese first 
4 Let's talk abou wese Now 
: because it 18 a graph ustration 
of what happened to an impor 
tant group of European manufac 
» - turers which has been is 
. { hampered by LS npoa 
a restrictions 
, Last year, the US Govern 
it nem imposed severe stricthions 
‘a on the import of f gn cheese 
As a result, prices of what littl 
‘ nported hee s« there is have 
4 ven. and the price American 
produced cheese has gone up 
% The majority of Americans do 
: ] not know the reason for the 
a; simple reason that they have not 
. scoe ptance 


created 


been told A greater 
ta for the quality of cheese 
by prior advertising, coupled with 


advertising during the Ne im 
port regulations were bemeg ¢ 
. sidered might hay ade a grea 
difference 
{ Some of our most important 
} governmen officials not only are 
iware of the necessity of remov 


img exrmsting trade barriers, but 
: also are on record as opposing 
1 any new restrictions 


Ideas must 
he sold, too 


This «8 an idea that m he 
7 sold just as a commod:t s sold 
: And like a commod 
be resold. Y 
selling because, as wt! fuct 
there ts always competition work 
: ing against you 
- This is whe pub 
and pul relations 
* swings into the fur I 
throwuel fies , vou 
enough su 
, rake rhein ‘ 
The problem of cheese is 
trates exactly how you can | R 
the problem before bot 
general pulyic and the px 
who inform and influence 


Advertising and 


eedling problems 
tn Seedtzerland ? 


Stoetzner, 


general public. For example, the 
Switzerland Cheese Association 
wemt before a committee of Con 
gress to explain why cheese re 
strictions not only hurt the cheese 
ndustry in Switzerland, but also 

S. consumers and importers 
The Association also invited the 
writers of New York newspapers 
to @ Special luncheon and gave 
them the same information 

That is one aspect of public 
relations presenting your 
story to the people who make 
public opinion: In this case the 
newspaper writers who conduct 
food columns, Vitally important, 
however, was the decision of the 
Switzerland Cheese Association 
(backed by the Cheese Importers 
Association of America) to tell 
their story directly to the Ameri 
can public. Under headlines “This 
hurts us both” an illustration 
showed the price of a piece of 


cheese increased from 65 cents 
to 85 cents. Another headline 
said “You say imported cheese is 


hecoming harder to find and 
cheese prices are going higher’ 
That's true, friends. and here's 
why The advertisements went 
on to tell why cheese import re 
strictions should be removed 
because it hurts consumers 
wastes tax dollars, hurts the 
American farmer. In conclusion. 
the advertisement told readers 
what they could de to help 
change the law 

These examples of public re 
lations at work are interesting 
for two important reasons 

First, they were sponsored by 
an American and a _ foreign 
association, and although both 
groups reoresent European cheese 
makers, they speak to Americans 
in American phraseology 

Second, these groups pointed 
out that the restrictions on the 
importation of cheese hurt con 
sumers as well as the importers 
They emphasised that imported 
cheese is scarce tha’ prices are 
going up 

In short, they went to 
customer, told him their 


the 
story 


emphasised the fact that the con 


HOW PUBLIC RELATIONS ADVERTISING CAN HELP 
FOREIGN FIRMS IN AMERICA 


director of foreign advertising, The New York Times 


sumers’ interests and the associa 
tions’ interests were the same 


But public relations is not 
directed at consumers—as con- 
sumers—alone. At different times 


and different circumstances it *s 
aimed at all the various groups 
within the general oublic, at the 


farmer, at the housewife. It is 
aimed at the stockholders of a 
company, and the company's 
employees. The public is all of 
these 

Thus it is most important to 
have a rather exact idea of the 


group you wish to reach, and to 
tailor your message to that group 
Your job is to find the common 
interests of your diverse audi- 
ences. One set of facts, one sales 
argument, one public relations 
programme may appeal to only one 


segment of your total audience. 
It is your job and a vital one, 
to find out wha: those different 


audhences are, and what you have 
to offer cach one 

Having decided whom 
want to reach with the story you 
want to tell. the nex: step is to 
decide how you can best reach 
that audience. Two of the main 
techniques of public relations 
two means by which you can in- 
fluence the people you want to 
reach in America are publicity 
and public relations advertising. 


you 


Advantages 

of advertising 

Publicity can be a forceful 
elemen: in any attempt to sway 
public opinion. Skilfully done, 
it can reach vast masses of 
people Publications in the 


United States always are on the 
lookout for good news or feature 


stories that tic in with their 
general editorial! themes. For 
them to accept a story, however 
either aS a news ifem Or as a 
feature story—the story must 
meet their editorial standards 
Public relations advertising 
does almost everything that pub- 
lieity does and offers as well 


many other advantages 


is the leading and larees: adver- 
tising organisation with 50 branch offices. 
General information and 
exact estimates are supplied free and 
without obligation te you. 


Write to our fully equipped 
Foreign Department, 
3 Av. Benjamin-Constant, Lausanne. 
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First of all, advertising is con- 


trolled by the people who use 
it by you, the person with the 


idea. It appears at the time the 
advertiser wants it to appear, 
reaches the kind of people he 


wants to reach in the area most 
likely to bring the results sought. 
cause advertising is con- 
trolled, it is safe. There is no 
danger of it becoming a liability 
instead of an asset. It can be 
stopped changed or increased al- 
most instantly. 
Publicity. once it is out of the 
user's hand. is beyond control. 
Moreover. advertising reaches 
all people. Publicity reaches only 
those people exposed to the parti- 
cular media that use publicity. 
Advertising, too is believed. 
Americans look to advertising for 


the information they want and 
need. 
Another important point to 


remember is this. consistent ad- 
vertising has a cumulative effect, 
sets up a background of accep- 
tance. And it is just that kind of 
acceptance——-hard to measure in 
actual money or revenue—that 
makes advertising such a valuable 
public relations medium 

Some measure of the impor- 
tance public relations advertising 
has assumed can be gathered 
from five advertisements which 
appeared on the sam day in New 
York newspapers. The 4irst 
shows how the nation’s steel 
companies sought to enlist public 
opinion after President Truman 
took over the steel mills. The 
other four are public relations 
advertisements of a bank, a steel 
corporation, a nickel corporation 
and a manufacturer of machinery 
and industrial equipment. 

In each case the advertisement 


ate 
4 . 
pm ee 460 | 
es 
can manufacturers by the 
U.S. Gevernment have 
Se long been « thorn in Brit- 
ish firms’ sides. In this 
summary of a paper to the 
; Institute of Export, Dr. 
| ae PE eager dis 
public relations advertis- 
ee 
countries’ exporters and 
suggests methods which Be 
eee 
a 
ee 
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_SOUTH AFRICA_ 


Daily, morning, newspapers giving 
intensive coverage of the 3 largest 
cities... 

CAPE TIMES (Cape Town) 


NATAL MERCURY (Durban) 
RAND DAILY MAIL (Johannesburg) 


Weekly, national, newspapers. . . 


SUNDAY TIMES 
SUNDAY EXPRESS 
DIE LANDSTEM 


Monthly, national, magazines . . 


SPOTLIGHT 
THE FORUM 


Represented by : 


SOUTH AFRICAN MORNING NEWSPAPERS 
24 Holborn, London, E.C.!. "Phone Holborn 4144 


NORWAY’S FOREMOST 


ADVERTISING MEDIUM 


Aftenposten enjoys an impregnable position 


among Norwegian newspapers, excelling in 
g 


circulation as well as in volume of adver- 


tisement matter. 
The signal success of 
demonstrated 


the paper is amply 


by the pre-war and 


circulation figures : 


post-war 


Ordinary 
Morning 
Edition 
89,525 
139,159 


Saturday 

Morning 
Edition 
112,957 
157,682 


Evening 
Edition 
74,012 
118,124 


1939 
1951 
In other capitals it is frequently the case 
that two or more papers compete for ascen- 
dancy. In Oslo Aftenposten is unrivalled, no 
competitor seriously challenging its position. 


Liflenpofien 


Oslo — Norway 


Advertising representatives: Joshua B. Powers Ltd. 
14 Cockspur St, London, S.W.1. Tel: Whitehall 3366 


exploit these days. If your product is good 
and you would like to sell it in Canada, 

see Maclean-Hunter, whose London Office 
is staffed by Canadians. 

We can answer your questions about the 

market, we can tell you about media, and 

we'll take sterling for any advertising you 
do in our publications. 


Sy . 
iy Yevling and push your products 


in Otro 


CANADIAN MAGAZINES 


Bride's Book Canadian Homes and Gardens Chatelaine 
Home Decoration ~- Maclean's Magazine 
Mayfair 


CANADIAN TRADE JOURNALS 


| Bus & Truck Transport Canadian Advertinng Canadian Automotive Trade 
Canadian Hotel Review + Canadian Machinery 
Canadian Paint & Varnish Magazine ~ Canadian Printer & Publisher 
| Canadian Shipping - Canadian Stationer - Canadian Trade Abroad - 
Drug Merchandising Fountains in Canada 
L'Epicier ~ Le Prix Courant 


| Painting & Decorating Contractor 


| Canadian Aviation Canadian Grocer + 


Canadian Packaging 

Civic Administration 

* General Merchant + Hardware & Metal 

Men's Wear of Canada - Modern Power & Engineering 
- Plant Administration ~+ Sanitary Engineer « Style 
The Financial Post 


U.S.A, PUBLICATIONS 


Intand Printer Rock Products - Concrete Products 


Specimen Copies, Rates and Information Free 


MACLEAN-HUNTER 


| Comadas Largest Sibtishing Stoihe 


LONDON OFFICE STAFFED BY CANADIANS 
WELLINGTON HOUSE, |15 (30 STRAND, W.C2 Phone; TEM. Bar 1616/7 
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First Choice of most 


National Advertisers 


in the Netherlands is 


d e Volk skrant 


Holland's Largest Morning Paper 


* 


Over 40°, of the population of 
Holland is Roman Catholic, and 
“de Volkskrant” is their paper. 


* 


Over 155,000 copies 
per day 
* 


Write to the Managers for Great Britain 


WILL KITCHEN JR. LTD. 
131 FLEET STREET, LONDON, E.C.4 
Telephones > CE Neral 1960, 3133, 3754 


Always start at the top 
in Sweden ! 


When tackling the Swedish market, don’t start 
half-way down and work your way laboriously to 
the top. Start right at the top by selling to 
SVENSKA DAGBLADET’S readers—and the 
rest will follow 

Apart from the fact that in this way you will reach 
your best customers—those with the highest 
incomes—by the shortest route and at lowest cost, 
your goods will also share the prestige of Sweden's 
famous newspaper. Remember that Sweden is a 
country where social position still counts and the 
example set at the highest social level is followed 
by all who can afford it 

This is one reason why in 1951 SVENSKA 
DAGBLADET carried |5,822 column inches more 
national advertising than any other Swedish 
newspaper 


Circulation: 96,100 on Week-days 


102,000 on Sundays 


SVENSKA DAGBLADET 


represented by 
JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, $.W.1 
Weel 3366 
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Public relations advertisin »—continued 


secks to inform or influence the 
general public five ferent 
advertisers, five differer pre 
biems, all advertised on 1! 


same 
day in ome American c and 
probably in many more 

Another iMteresting adver- 
tisement—for the Inst ¢ of 
Life Imsurance. a trade asso- 


ciation of life insurance com- 
panies--appeared recent Its 
main function was to velop 
greater interest in, and acce otance 
of life insurance But it was 
concerned with general economic 
and socia! problems which affect 
the life insurance companies and 
aimed to arouse public interest 
and awareness of government 
spending to show how 
government spending can contri 
bute to inflation The headline 
of the advertisement asked: “Why 
should you help keep down 
government spending? cause 
its your moncy that is being 
spent.” The copy goes on to 
declare that “you must tell your 
Government representatives that 
you support their efforts to spen® 
carefully and not wastefully 
Insist that the Federal, State and 
local government cut out all un 
necessary spending Tell them 
you do not expect more govern- 
ment services now 


Success not 

unnoticed 

he success of public relations 
advertising in America has not 
gone unnoticed by business men 
and government offic:als outside 


the U.S. A growing number of 
trade associations, individual 
companies and government 


agencies are turning to this 
method to get their story across 
to the American public . to 
win friends and influcnce people 

Probably the most famous of 
these campaigns is that of The 
Watchmakers of Switzerland 
This co-operative advertising cam- 
paign has been running in the 
United States since 1947 The 
campaign does not promote any 
single brand of Swiss watch. Hs 
purpose is lo win acceptance for 
he Swiss product, thereby win 
ning sales support for the in- 
dividua| members’ promotion of 
their own brands. In addition, 
this campaign has sought to 
create an attitude of mind among 
American consumer: to the Swiss 
watch. How successiu’ that atti- 
tude has been devel: ped can be 
judged from th st that the 
efforts of The Watchmakers of 
Switzerland have been officially 
endorsed by the majority of 


national and = state jewellery 
associations in the U.S. More 
important, a Swiss watch is 


looked upon by most Americans 
as a reliable watch. a possession 
of which to be proud 

An entirely different problem 
faced German dustry in its 
attempt to win the attention of 
American business men. Ameri- 
can business men had to be con 
vinced that German industry was 
capable of filling whetcver orders 
were received from the United 
States. Two full-page advertise- 
ments outlined the economic and 


business conditions to be found 
in Germany and ihen told Ameri- 
can business ecxcculives where 
and how they could get further 
information about doing business 
with German firms. 

Another interesting public rela- 
tions advertising campaign is that 
conducted by the Natura! Rubber 
Bureau. The bureau was estab- 
lished a few years ago to give 
facts about natural rubber and 
its uses, to tell the story of the 
rubber growers of Malaya and 
the great handicaps under which 
they oferate. To get these points 
across, the Bureau chose a list of 
U.S. newspapers which are read 
by those who are leaders in 
forming public opinion. Reader- 
ship surveys have shown the high 
readership of these ads. More- 
over, thousands of requests for 
additiona! information have been 
received as a result of this 
advertising 

All of these campaigns poini 
up the fact that public relations 
advertising is being used by ad- 
vertisers outside the United States 
to influence important segments 
of the U.S public And althouga 
all these campaigas seek to solve 
individual problems, they also 
have a broader effect By 
awakening the interest of the 
individual! segments of the Ameri- 
can public, they ar helping to 
educate America to the fact that 
countries abroad want to do 
more business with the U.S.. are 
able to supply goods and services 
and in so doing are helping the 
American economy generally 

Public relations advertising is 
not like some new wonder drug. 
It cannot destroy restrictive trade 
ideas. But it can form public 
opinion. It can present your side 
of the question with force. It 
can create an attitude toward 
you and your problems that 


makes for better understanding 
of those problems And once 
you have a sympathetic public 
and an informed public, you have 
a public that ts more likely to 
accept your position as a valid 
and worthwhile one 


> Robinson, managing 
director, Adrema Ltd., manufac- 
turers of Bradma_ addressing 
machines, says “au revoir’ to G. 
Martin. who is taking a van to 
Switzerland for the “Bufa” Exhi- 
bition and back to Paris for the 
Business Machines and Office 
Equipment Exhibition, carrying 
Bradma equipment for demon- 
stration purposes. 
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Tuder Nanayakkara, a Sinhalese o: | ¢ staff of S. H. Benson 


Ltd., replying te our correspondent’ 
“ Never use in Ceylon what has bee: 


ontribution last month, 
sed elsewhere” says, on 


on the contrar 


‘In Ceylon, use the same 


appeal as in 


T was gratifying to read that 

“advertising in Ceylon is 
both profitable and extensive,” 
that “the value of the Ceylon 
market (for British goods) is 
generally underrated,” that 
“commercial radio from Radio 
Ceylon has developed enor- 
mously since the war,” that 
“half the population of the 
island is literate thereby enab- 
ling the advertiser to reach 3} 
million people by the printed 
word,” and that “what goes for 
India and Pakistan will not do 
for Ceylon.” 

I feel. however, that your cor- 
respondent did not give a clear 
picture of the market and the 
people. 

Ceylon is a land where East 
meets West. where the peaceful 
and harmonious inteimingling of 
races is an established tradition 
The people of Ceylon look to 
Britain to raise their standards so 
that most Sinhalese are as 
British in their tastes and habits 
as anyone born and bred in the 
British Isles. And what differences 
remain are disappearing rapidly, 
generation by generation. A few 
years ago, for instance, it was 
considered immodesi for a 
Sinhalese girl to ride a bicycle 
in the streets. This opinion is no 
longer held 

It is the ambition of most 
people in Ceylon. whether literate 
in the English language or not, 
to give their children a good 
English education, and assist them 
to acquire a taste for everything 
that is good in Britain and worthy 
of emulation. Thus the number 
of those literate in English in- 
creases yearly. This English cul- 
tural invasion of Ceylon continues 
further when Sinhalese visit 
Britain, as they have done in in- 
creasing numbers during the last 
$0 years, and carry away with 
them English and British habits, 
tastes and culture 

People in Ceylon realise how 
the English language can assist 
them in the commercial or inter- 
nationa! field, and introduce them 
to new thoughts and ideas from 
overseas. Moreover. English is 
the main tongue of some of the 
minority groups of races in 
Ceylon, such as the Burghers 
(descendants of the Dutch and 
Portuguese) and the English com- 
munity, whose rights and privi- 
leges are protected and guaranteed 
under the Constitution, Further- 
more, a large number of Sinhalese 
and Tamils have only a poor 


in britain 


know edge of their languages. 
Man, think in Englisa and trans- 
late r thoughts into Sinhalese 
and tamil. It must also be 
remembered that Sinhalese, un- 
like Tamil, is spoken colloquia- 
cally. but written grammatically 
So, the number of people who 
can speak Sinhalese is larger than 
those who can write it. 

Your correspondent says that 
any appeal must be directed to 
the Sinhalese people in an 
Eastern way as Ceylon is no 
longer a colony but an indepen- 
dent Dominion, and he conveys 
the impression that the people of 
Ceylon underwent a magic trans- 
formation on the day the colony 
achieved Dominion status. Yet 
British trade names like Coty, 
Horrockses. Bovril, Huntley & 
Palmers. Peek Freans, Gillette. 
Hercules, Raleigh, Austin and 
Morris, to mention only a few, 
are household names in Ceylon 
My family and very many other 
families continue to purchase 
those products. If advertising 
in the days Ceylon was a colony 
increased sales of those products 
there is no reason why the same 
advertising should now be con- 
sidered unsuitable, as the same 
people though with a progressively 
more westernised outlook than in 
the past, still live there. Sinhalese 
people sending a gift. would offer 
a British manufactured article 

Products in. Ceylon are not 
purchased on appearance. British 
products though costly have 
earned a high reputation for their 
quality and durability. If people 
in Ceylon purchased products 
mainly on appearance, then 
British goods would have no 
chance whatever against medio- 
cre Japanese products. 

The tendency to discriminate 
between the “European” and 
“non-European” population of a 
country. is so out of date. It is 
wrong to regard Europeans in 
any country as one group. They 
may hail from different European 
countries. and the differences in 
their habits. customs and prac- 
tices may be considerable. This 
is equally applicable to Asians 
It is therefore advisable to group 
people into classes or income 
groups for statistical and other 
purposes. Someone recently gave 
six basic reasons why a woman 
buys something: Her husband 
says “NO”: it makes her look 
thin: it is from Paris; her neigh- 
bours cannot afford it; nobody 
has one: it is different just 
“because.” People all the world 
over are human, and these rea- 


ADVERTISER'S WEEKLY 


“WHERE FEW HAVE TOO MUCH 
AND FEWER TOO LITTLE” 


This is how the Danish 
poet Grundvig described con- 
ditions in his own country 
over 75 years ago. Since that 
time large sums have been 
expended in market research 
and have reached exactly the 
same conclusions; the words 
are, in fact, truer to-day than 
when they were written. For 
Denmark is a middle-class 
market, well off by inter- 
national standards, where the 
advertiser can safely cast his 
net wide—though not too 
wide. 


HJEMMET 


Denmark's leading Weekly. 
JOSHUA 8B. POWERS LTD., 14 Cockspur Sereet, London, $.W.! 
Telephone: Whitehall 3366 


By advertising in Hjemmet, 
Denmark's leading magazine, 
you will reach not a small snob 
audience but a high proportion 
of the solid middle-class public 
which has the means to buy 
imported products—over a 
quarter of a million families 
representing a quarter of the 
country’s entire population. 
And ¢ ber, in D rk 
the average expenditure on 
British goods last year was 
over £70 per family. 


Exclusively represented by 


AHLEN & AKERLUNDS FORLAG 
COVER SWEDEN 


THROUGH 


A&A 


In Sweden A & A magazines have 
a combined net sale of 1,711,827 
copies—78°, of the total number 


of homes (2,174,379). 


eo FLeersyr 


Exclusively represented by 


JOSHUA B. POWERS LTD. 


14 Cockspur Street, London, 5.W.1 


PLANNED 
PAChKAGING 


WILLIAM W. CLELAND LTD. 
PRINTERS AND BOXMAKERS 
STAPLE HOUSE, CHANCERY LANE 
LONDON, W.C2 HOLbern 252! 


Giants? 
the = more effectively than wank, 
details. 


Ask for 
Autotype, Brownlow Ad, W.13. Ealing 269! 
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ADVERTISER WEEKLY 


BRASS TACKS 


CANADIAN MARKET 


4 


fhe biggest problem when entering any 
market is the choice of agents and 
distributors. This is particularly so in such 
a widespread country as Canada where 
coast-to-coast representation is difficult to 
obtain. Your problem can be solved with 
the help of the trade publications that 
know and serve your Canadian market 
intimately 


If you wish to have “down-to-earth” 
facts about the potential Canadian market 
for your products, we will gladly send you 
without obligation. *(Your 
request sent by airmail brings you a 
prompt reply in only a few days.) 


information 


The Business Newspapers Association 
is composed of over 100 trade papers and 
other specialized periodicals serving all 
sections of Canadian trade and industry, 
manufacturing, finance and management. 


y see coptes of Canadian business 
» offices of the Canadian Govern 


j NT \ missioner in London. Liver 
whe) — saa 
al ell 


BUSINESS NEWSPAPERS ASSOCIATION 


137 WELLINGTON ST. W., TORONTO, CANADA 
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ddvertising in Ceylon—Continued 


kiosk 


Around the World... 


sirong cconomic 


powerful 


SEPTEMBER 


and 
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PLEASANT NEWS 


vele and moto 


£78. 109.485 
* 
ANOTHER 


EN\POR SUCCESS 


reported hy Leyland Motors Ltd 


neet the urgent need for 
n New Dethi, a con 
of ®) vehicles is now 
pped to India as quickly 
On arrival in India, 
be assembled and 
riven to New Delhi where they 
ill join the 88 full-fronted Comet 
buses already in service in the 
enly 
According to A. E. Hopper of 
Leyland’s export division, who 
has just returned to headquarters 
after an extensive tour of India, 
luding the New Delhi area, 
rivers take full advantage of 
speed of the diese! Comet 
which outpace the older 
buses of American manufacturer. * 
urgency with which New 
is expanding its fleet, is at 
tributed to the increase 
number of the citys inhabit: 
which. since the partition 
Pakistan, is now nearly 
times the previous population 


* * * 


A REVISION IN time categories 
has taken place on Station WnE], 
San Juan Puerto Rico. so that 

will be more in 
the peak radio 
eastern half of 


i! be 
Class B time 
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What every 
stationery bu 


Here is a quick, convenier 


Pirilex-bound catalogue of 


sensible and practical mear 


you free on application, tog 


The full range of * River Seri 


sizes and papers available) 1 


quite certain that you will be ¢ 


below, we shall have great 
sending off the ‘River Series’ 


Catalogue and size chart to 


you Sstraight-away. 


PIRIE, APPLETON & CO LTD 
Please send me your Pirile 


range of ¢ nvetopes 


ADDRESS 


tals over two hundred and sixty 


will make them a credit to your firm's correspondence. 
If you will please complete and post the coupon 


pleasure in 
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firms 
yer should have 


ay to help you select business envelopes. The 


nple ‘River Series’ envelopes is a 


f assisting vou in your choice; it is 


ther with a size chart. 


* envelopes (in terms of the different 


thle to find all the envelopes that 


vour firm may require, for any and every purpose. You can be quite sure 


/, 


HEATH MILI 


¢ of the * River Series 


, fometner with the size chart 


CHADWELI 


x-/ vd ”” 
nd cata 


It is therefore 


sent to 


that the design, workmanship and materials of * River Series’ envelopes 
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ADVERTISER'S WEPKLY 


if your advertising has 


PUNCH 


then these newspapers will supply the 


PUL 


to bring the desired 


RESULTS 


in Hampshire, Isle of Wight & W. Sussex 


Evening News 
PORTSMOUTH 
Hampshire Telegraph & Post 
Chichester Observer Series 


Full information regarding each newspaper 
and the area it serves, together with the advertising rates, 
will be supplied by our London representatives at 


BS FLEET STREET, EC 4 


Telephone CENtrai 2845 


Srotenan 


is without doubt the most far- 
reaching morning newspaper 
in which to 


advertise to 


Scotland’s influential business 


and social communities. Adver- 
tisers whose products appeal 


to _— discriminating 


buyers 


appreciate the value of this 
important national medium. 


SCOTLAND’S NATIONAL NEWSPAPER 


North Bridge 
EDINBURGH 


SD aT, WTB AT 


63, Fleet Street 
LONDON, E.C.4 
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Times favourite 


a™ analysis of 62 house 
journals that arrived on 


my desk in one bundle shows 
that Times New Roman the 
most popular type face 
amongst industrial editors 
though | doubt whether many 
industrial editors know much 
about type: most of them, 
probably, ask the printer to 
advise or even decide 

Of the 62 magazines 20 were 
Times, of which 14 were 
printed on art paper, and 17 were 
st in Plantin 110. of which 15 
were OM art pape: No one will 
quarre! with the use of Plantin 
when art paper is used (Plantin 
110 ts the only typ ce designed 
especially for printing on a coated 
and polished surface) Set im the 
right size for the length of line 
Plantin has superb colour on a 
shiny surface 

You can 


set in 


hardly go 
either, with Times, even though 
t Was originally designed for 
newspaper work and to withstand 
the slight coarsening that occurs 
during the moulding processes 
and high speed Times 
is @ Very kind It will 
tolerate careless t gnorant 
handling probably lier than 
any other; it can look well 
almost any surface and 
fore a good gemral service type 
Of the remaining 15 journals 
four were set in Baskerville, three 
in Old Style and three in Imprint 
Baskerville can be really beauti 
ful on a uncoated 
paper One typographical mon 
strosity 1s set in Cochin—and this 


for a journal in the aircraft 
industry! 


wrong, 


smooth but 


. o * 


A NEW JOURNAL that has used 
Baskerville beautifully is Medical 
Bulletin, a journa| for the profes- 
sion by May & Baker. Ltd. Here 
is typography withoul mannerisms 
t with understanding. The size 
of type for the length of 
the leading. the ayout of 
headings indicate sympathy 
understanding | was a 
surprised to see that Perpetua was 
used for the title on the cover 
and on the first in letter 
spaced caps and th sub-heads 
n Perpetua italics | agree that 
t was almost 
irresistible for the cover, where 
it is in white on a ¢ panel, but 
in falling for it the typographer 
created a problem for himself 
when he came to nsider the 
first page. Should repeat the 


$s decorative qua 


ensely serious 

- matter consisiing of technical 

articles for medical men Its 

sober dress ‘ therefore 
appropriate 


* * 


I pip Not see the first issue of 
Footnotes, organ of Brevitt shoes, 


which accounts for my unwitting 
injustice in a recent note. I said 
that in only one staff magazine 
had I seen an arucle on the new . 
craze for squafe dancing lt 
seems that the first issue of Foot 

notes in February contained such 

an afticice and was therefore 
possibly the first in the field 

Sending me the second issue, 
editor Eileen Weissberger, seems 

be suffering from reaction 

life of the house organ 

tor, she says, is very hard. and 

is upset because she did not 

: one reply to her leader and 

two entries in & competition 

in the second issue (although a 

competion to name the journal 

in the first issue produced a 10 
per cent response) 

Apathy among readers depresses 
many editors. Rare.:y do people 
respond to leaders; Miss Weiss 

must get used to that 
fact Her competition in 
second issue is too diffi 
Readers are asked to pro 

e a funny capuon for a draw 
ing. Wits are scarce. Indeed, I 
think the editor should give 


Spotlight On 

House Organs 
b 

BRIAN HILTON 


thanks. She ran a risk of being 
deluged with entries which would 
have been quite insufferable; the 
chance of getting a really funny 
or witty caption from among the 
restricted readership of a staff 
magazine is remote. 

A study of newspaper and 
magazine competitions shows 
that they need to be very simple 
and the cornier the better. 
Indeed, the conditions of entry of 
many of them contaiu the signi- 
ficant phrase “the first correct 
solution opened.” 

I would also suggest to Miss 
Weissberger that she makes her 
opening spread more important 
looking. That is the place for 
her editorial lead article rather 
than for snippets about personali- 
ties. Apart from that her recipe 
appears to be well compounded 
and served 

* * * 


Krisson COMMENTS from 
Krisson Printing is a_ single 
quarto sheet printed both sides 
and is sent to customers. It tells 
them about the factory and its 
equipment and passes on money- 
saving tips. The idea is sound. 
For this format. however, I sug- 
gest a newspaper page layout 
rather than a magazine. These 
biggish pages carrying a variety 
of ttems can look scattered and 
weak The crisper newspaper 
headline style would be both 
more forceful and more readable 
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COMPANY MEETING 


GEORGE NEW NES LTD. 


Earnings maintained in « difficult year 
SIR FRANK NEWNES’S STATEMENT 


The Fifty-fifth ordinary general 
meeting was held on September 
4th at the Company's offices, Sir 
Frank Newnes (Chairman), pre- 
siding The following is an 
extract from his statement circu- 
lated with the report and accounts. 

The Company is able to report 
well-maintained carnings not- 
withstanding a difficul: trading 
year. The gross profits of the 
Group amount to £969,329 as 
against £928,918 for the previous 
year Higher taxation at 
£462,657 (an increase of approxi- 
mately £85,000) reduces the net 
figure to £506,672 as against 
£551,164. 

The earnings of most of the 
periodicals have been adversely 
affected by ever increasing costs 
im general, and in particular by 
the excessively high paper prices 
which mounted steeply during the 
trading year. At short notice the 
single item of paper used by our 
businesses rose by over £12,000 
per week, or in other words at 
the rate of more than six hundred 
thousand pounds per year. This 
gives some indication of the pro- 
blems that had to be faced, and 
although we were able to meet the 
few pressures to some extent by 
increasing selling prices and ad- 
vertisement rates of certain of the 
publications. such measures could 
not wholly bridge the gap. and 
earnings had to be sacrificed 
rather than risk losing the sup- 
port and goodwill of readers 
Paper prices are now moving 
downwards and supplies becom- 
ing casicr—a timely and essential 
trend if publishing is to maintain 
its time-honoured role of enter- 
prise and development 

Our largest subsidiary, C. Arthur 
Pearson, Ltd., has had to face an 
unusually severe setback in the 
earnings of its publications, 
mainly due to the heavy rise in 
costs referred to. Its periodicals 
are large users of paper in rela- 
tion to their selling prices and in 
consequence the abnormal’ in 
crease in the price of that com- 
modity bore particularly harshly 
on them. With a lower paper 
cost already effective and with 
the promise of further reductions 
in the near future the Company's 
trading position should begin to 
regain lost ground 

Due to the policy laid down 
some years ago, the organisation, 
to use a well understood term 
has “Swings and Roundabouts” 
in its widely spread interests. so 
that where we have had to face a 
recession in one direction we have 
been able to make good in 
another. Our book interests have 
done well; Chambers's Encyclo- 
padia, upon which a vast amount 
of money and time was expended 
in providing a totally new post 
war Edition, is now bringing in 
suitable rewards for the effort 
and expenditure; the new Austra- 
lia Company makes good pro- 


gress Another factor has helped 


thes ‘s figures in comparison 
with se of last year. Temple 
Press. one of the leaders in the 
field f trade and technical 
jourr has had a norma! trad- 
ing y whereas in the previous 
year ‘ver earnings were severely 


reduc: i as a result of a dispute 
im the printing industry. These 
same . cumstances apply also to 
other of our publications 


The Accounts 
The results of Newnes, the 
Parer Company, show net 


Profits of £346,893 as compared 
with £320,606 for the previous 
year. Adding the amount brought 
forward. and after deducting 
dividends on the Preference 
Shares and interim dividend on 
the Ordinary Shares, there is a 
disposable balance of £366,151. 
The Directors propose to transfer 
to General Reserve £100,000; to 
Development and Reconstruction 
Reserve £50,000; to Pension 
Funds £41,500, and to declare a 
final dividend of 10 per cent on 
the Ordinary Shares, plus a bonus 
of 5 per cent, making in ali 20 
per cent of the year 

The Group Accounts show a 
position of considerable strength. 
There is a large surplus of assets 
as against issued capital, even 
without taking into account the 
item of Goodwill which obvious- 
lv has a very high value. Capital 
Reserves and General Reserves 
exceed £1,500,000. In addition 
there is a Reserve of over 
£600,000 created for the develop- 
ment. of existing publications and 
for launching new enterprises. or 
for acquiring other publishing 
Properties as and when opportu- 
nities occur. 


The Sales Position 


During the year under review 
circulations of the publications, 
more particularly the mass cir- 
culations, were subjected to the 
economic pressures bearing on 
the family purse—the result being 
that there was a general falling 
away in sales. A mild recession 
first showed itself coinciding with 
increases in the selling prices of 
periodicals, but the trend became 
more pronounced when the 
national newspapers found it 
necessary to increase their selling 
prices. In recent months the 
downward trend has not only 
been arrested, but with many of 
the periodicals has turned up- 
wards again, and some have even 
regained al! the lost ground 

Woman's Own, which has 
proved such a_ tremendous 
favourite with the public. still 
has a circulation well] in excess of 
one and three-quarter millions 
weekly and is recognised by ad- 
vertisers as one of the most 
powerful media in the women’s 
field. Tit-Bits, that oid cam- 


paigner upon which the Newnes’ 
business was founded, has again 
passed the half-million mark in 
its weekly circulation—a remark 
able achievement when it is re- 
membered that this old favourite 
is now in its Tist year Home 
Notes, another long-established 
family favourite, continues to 
hold a large readership. and our 
magazines Homes & Gardens and 
Modern Woman steadily «xpand 
their already wide circle of 
readers. The group of popular 
fiction weeklies hold a steady 
course with an aggregate circula- 
tion of over one million copies 
weekly. Amateur Gardening and 
Smallholder maintain th pre 
eminent position in their respec- 
tive fields. and our popular 
technical papers Practical 
Engineering, Practical Mechanics, 
Practical Wireless and Practical 


Television make a wide appeal 
to those interested in the subjects 
These are just a few of the titles 
in Our general periodical list: 
there are other important and 


vigorous members 

Our subsidiary, Country Life, 
Ltd. although showing some- 
what lower profits, has done well 
in the face of steeply rising costs 
The prestige of Cour 
self increases, if that be possible 
This beautiful and unique publi 
cation has continued ty pursue 
its traditional policy of maintain 
ing the highest standard of con 
tent and production whatever may 
be the adverse factors. It can be 
said without challenge t ma 
long and distinguished history 
there has never been a time when 
the esteem of both reader and 
advertiser stood higher 


Trade and Technical Periodicals 


In the trade and technical pub- 
lishing field we are powerfully re 
presented through our Associated 
Companies, Temple Press Ltd. and 
The National Trade Press Ltd 

Temple Press Ltd. has a long- 
established reputation as pub- 
lishers of specialised journals un- 
surnassed in their respective 
fields. Their thirteen periodicals 
are together representative of the 
wide range of leading industries 
and special interests indicated by 
their titles. Five are weekly 
journals, The Motor, The Com- 
mercial Motor, The Acroplane 
Motor Cycline and Cy ling. 
Monthly journals are The Motor 
Ship, probably the most influen 
tial shipping journal of its kind 
in the world, Plastics, Light 
Metals, The Light Car, The Oil 
Engine and Gas Turhine. The 
Overseas Engineer, The Motor 
Boat and Yachting and. finally 
Farm Mechanization, started since 
the War and already established 
with a world-wide reputation 
Cycling, the founder publication 
of the business. celebrated its 
Diamond Jubilee last year. This 
year Motor Cycling has achieved 
its SOth anniversary. and early 
next vear The Motor wi'! also be 
celebrating SO years of con- 
tinuous weekly publication It 
is indicative of the authority of 
these journals that the majority 
have substantial readerships 
abroad, ranging from 20 per cent 
to as much as SO per cent of their 
total circulations The inter- 
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national character and extent of 
their circulations thus prove of 
the highest value to the export 
secking industries with which 
they are associated. 

The National Trade Press Lid. 
have sixteen journals covering é 
wide field of trade and industry, 
six of them having been estab 
lished for more than fifty years 
The monthly magazines, a ficid 
of publishing in which the Com- 
pany is particularly experienced, 
are mainly concerned with the 
interests of important distributive 
trades, as indicated by their titles 

Fashions & Fabrics; Footwear; 
Stvie For Men Furnishing; 
Watchmaker, Jeweller & Silver- 
smith; and Tobacco World. Two 
others The British Shoeman and 
Laundry Journal, deal with semi- 
technical services, while The 
Dyer and Laundry Record are 
wholly concerned with the techni- 
cal development of their respec- 
tive industries. A new quarterly. 
Household Textiles & Domestic 
Linens, \jaunched by the Company 
during the year, is the first maga- 
zine published in Europe specifi- 
cally devoted to this section of 
the textile trade. The Company 
also has active interests in the 
export field and is particularly 
proud of its four outstanding 
journals, Fashions & Fabrics 
Overseas; Style For Men Over- 
seas; Furnishings From Britain: 
and Overseas Watchmaker, 
Jeweller & Silversmith. With 
their world-wide distribution they 
play a notable part in fostering 
the demand for British mer- 
chandise. 


The Outlook 


Although the earnings for the 
current year so far have been 
well maintained, it would be un- 
wise to attempt to forecast the 
trading prospects ahead. Many 
new factors are being introduced 
with changing conditions. If the 
general trend in trade is to turn 
over from a sellers’ to a buyers’ 
market that applies not only to 
the raw materials a business buys 
but also to the goods it sells. 
Competition in a freer market 
must become keener and that in 
turn implies a close and con- 
tinuous review of the values of 
the goods to be sold, and more 
imtensive sales promotion § in 
marketing them. Suffice it to 
say that we are well placed in 
our resources, backed up by a 
keen and capable staff. to meet 
with confidence whatever the 
conditions may be 

Again a warm tribute must be 
paid to the staffs of our various 
Companies for their most excel. 
lent work during the year—a 
tribute which will be fully en- 
dorsed by the Shareholders We 
Pride ourselves upon being a 
happy family, and it is a matter 
of gratification to the Directors 
that they have been able this vear 
to imaugurate the new Group 
Pension Scheme for the benefit 
of employees. The large initial 
amounts to be contributed by the 
Companies to bring the Scheme 
into effect have already been pro- 
vided in the various accounts 
over the past few vears 

The report and accounts were 
adopted. 


ie 


Bee: me ci en “~ ae 8 , _ Ys “ eg a ee 4 i —" "ae . 7 \ 
| es 467 es 
ee 
= a ai; 
. 
2 ? ’ 7 a . 
i a 
| _ 
es . 
: 
ee 
| 
a 
ee 
ae 
\ 
. - _ 
aid oe -: 22 ee = ae 7 (a aa" - | 2 ’ é 
ry ol ell : ee a 


ADVERTISER'S WEEKLY 468 


Wits! “ 3 you 4 Frank Gearon con- 
nain litle rence 
British and As 


“according : Mainly Personal— 2,00 i 
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Felstead retires ofter 

30 years with 

Odhams Norman 

Gass produces open- 

air play: Tale of two 
sixties 
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books and 4s 
y full book ge 


WITH HIS 60c 
Stevens celebra 


d energy 
d long hol 


Advertisers 
feature of the 
von at Olympia 
Sull very much interested in adve 
tising, Miss Felstead tells me she 
may look around for a new ou 
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f WORTHWHILE MARKET 


To British Menuteocturers, 
Northern Ireland, with co populo 
tion of 1,370,709, constitutes o 
compoct, worthwhile ond easily 
accessible market for good quality 
products 


Numerous doily seo and oir 
communicetions with Gt. Britoin 
combine with o swift and tully 
up-to-dete internal Rood Trans- 
port system to facilitate the con- 
tinuous tlow of manufactured goods 
to oll ports of the Province. 


Northern Ireland, os an integrol 
port of the United Kingdom has, 
of course, no customs duties or 
berriers to interfere with the 


normal internal distribution of 
British products. 


BALLYCASTLE 


CUSHENDALL 


ADVERTISER'S WEEKLY 


WELL ESTABLISHED MEDIUM 


In Northern Ireland the position 
of the “ Locel Morning “ is unique, 
in thet the Netionel Doilies must 
of necessity go to Press many hours 
eorlier in order to link up with 
overnight transport to Belfast. 

This odventege in News Time 
combined with fully up-to-dote 
News Services ond methods of 
production hes esteblished the 
unporolleled reputetion of “ THE 
NORTHERN WHIG " tor complete 
up-to-the-minute service of 
Netione! news in addition to 
tullest reports of Local events. 

The contidence of the people of 
Northern trelond is reflected in 
the foct thet “THE NORTHERN 
WHIG”™ hes the LARGEST NET 


SALE in Northern trelond every 


morning. 
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Head Offce BRIDGE STREET, BELFAST (Phone 22884). London Manager: 
London Office: 107 FLEET STREET, E.C.4 (Phone Central 9179). ERNEST J. HAYES. 
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IVERTISER'S WEFALY 


We Hear— 


David Tomlinson, 


William Howlett, chor 
‘ fir 


THAT a Holey: Homan, dy 
ing of 


contest in 1855 was featured at the 
centennial international braw band 
Belle Vue, Manchester, 


THAT James D. Milliken, 


THAT brewery research workers are 
trying to produce beer that leaves 
no trace on the breath. 
. . 
orgamsation behind p 


by R. BE. Norman for 


9s? 
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been entered by Birds Eye Sale 


the country this summer. Featur 
ar fuanhke P cut-out 
’ f fre eve € 
he les of r ni plete 
y he ’ ar 


Sheffield 
Lively winter 
programme 
Sheffield Publicity Club are 


lating their programme com 
under the hairmanship 
H. FF. W. O§clnch n lively 
nine 
Apart from hard innuals 
he ball (which is publicly 
umed th ent of the y 
o far Sheffield is concerned) 
nd the usual joint debate with t 


Shefficld 1.S.M.A nembers 


orgamsing a first Christmas 


Racehorse* 


Millionaires, politicians ADVERTISING 


academicians, 


they tower 


the crowd 


PPrrrrerrr rT Titer tet 


* wi: 


oply to The Advertisement Manager, 


Golf meeting 


The Publicny Club of Glasgx 
Golf Circle held then Autu 


is Wednesday when Dougla 


Han ton (Benn Bros.) won 


Southwood Cup Other results 


were 
Ist Class Ist—t I 
(Osborne-Peacock Co., Ltd.) 
Alex McIntosh (American 
press); 3rd ial 
iSc un Publ 
James Mel 
(Scotland) | 
Douglas H 
M. Wilkic (M 
ind) Ltd.) 
lishers’ pr 


Lit er pool 
Sponsor classes 


Evening classes on advert 
administration, marketing, English 
economics nd sing 

on med i, design and pr 
ton psychology in rela 
idvertis will be held at 
Liverpool College of Commerce 


These classes are sponsored by the 
Liverpool and District Publicity 
Association to prepare students for 
the examinations of the Advertising 


Association 


Astral Arts , Group 


An adve rlisem c last 
wr s 


London, 
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Revlon: New soap 
and lipstick 


CURRENT 


ADVERTISING 


Bath chair 


Two new products and a new 


: nck ar being ntroduced 
‘ Revi 
business Maximum space advertisements in 
¥ ‘a u y ™ . 
d ndiux K r Aqua 
is brisk **-* ) 1 wap It he y 
fl dw Aqguan : nf 
tal i ’ ’ yw (benday 
h ‘ a t d adver 
“ s new on na » pack c 
ng both Revions “Touch and 
: Clow Y ind vion fa 
; powder 
U3 ¥ A now lipstick Cr 
= ‘ by unch her with 
sdvertising im national wspapers 
nagazin nd prov al papers 
Met ann-Erickson Advertising 
| Ltd. are handling the umMpaigns 
* * * 
“ | Drene-Polyfoto 
\e ' s ta | e 
- tie-up 
. : : Anybody who takes a b f 
" . { ‘ Drene to a Polyf Studio w Kewol Wear Lid. are the 1 Und i) dverti ‘ 
™ : . 2 ys angol ea i. are using the London Underground for advertising for 
, I k i toe an the first time. Space has been booked for one year and the cards wiil be 
. nu vd ‘ » | tra ad . va “ changed periodically deents’ W. 8S. Crawford Ltd. 
* iA teal Th ff being made by ———__—_——— 
i yoOmas o 4 th ren . —ae ms 
; ia | oe ay Se ew eee area eee NEW CAMPAIGNS 
J] : ‘ Ss > . ; ‘ » i) 4 ona 
$ } daily d 1y pap : being Malcolm Rowe Lid... makers of For the first time for several 
2 r b feed ! | taken to announce th ft Th Valerie blouses, have appointed years Kardomah have launched a 
advertisements featu film sta Conroy Wykes Advertising Lid. to = consun tea campaign. The area 
im plays f vtaining | Zena Marsh hand heir account covered is Lancashire and Cheshire 
The agen Ervin Wasey & * * * and media includes daily, evening 
stead ‘ f ne Co. Le. ‘ P NEW ACCOUNTS and weekly papers, together with 16 
, SEE she posters, filmiets and window 
whole < and adioinins snty Conroy Wykes Advertising Lid. 4 aplays. Agents " Everetis Adver- 
7 ca np Calpreta coverage: '0 bogie adverswing for Dunty ising Ltd. 
: srecas ’ set ane bits? - $scs ail * e * 
: 4 cil ; up 45 per cent wder J ushion house, and Techni- New udverticing. for Seaanr, 
a we HG ROE DE Hegeced if Next year's national advertising — r s e Fvans & Co., Lid. will begin 
: ° ‘ ; = slporeta will be the hortly The most extensive cam- 
| : sny campaign aimed at complete | fampaign for Calpreta, will, be th New clients for Pickersgil Pwb-  Diivn will be for Eeg Flip with half. 
ig rece tlegest ever lnanched for ie ore malty Garvien 14d. (Leeds, are M. Sacks in the Daly Express and 
. i i a otis — page spread announcements in the 8 ode ae —— dd —_ io. Daily Herald. Other national dailies 
a ' , . ide pr will be increased clothes (trade press), Service Tavlors together with national Sundays and 
J whole \W ( i y in ' Lid (loca weekles) Versati! 
: 5 45 per cent S. ae tid , t women’s magazines will also be 
| ee inn ¢ Installations ¢ aes used. Segavin Australian wine will 
| ’ ' w - smd y machinery (trade a be advertised in provincial papers 
: $ for Cal Watson Cairns Lid (Leeds oca ind Seagers gin in class weekly 
: Positive anket™ coverage can] Catoreta press) and | ecirica Products Lid magazines Agents Osborne- 
7 ; Pull nak rs of Xtik nponemts (lca Peacock Co. Ltd. 
= “ ! gh the Bat : ade press) “ * * * 
sae > 
any, aa . Trade and national papers 
; | ; ‘ ; s persci | Bemrose Publicity Co. Ltd. jooerher with local press are being 
7 (Derby) may been appointed ' b Lene ° 
, Fisted in ? y 8 used y Norman Linton Lid 
; | ‘ printed ir nts for W. & G. rown A (Guaranteed Young Outsizes) for a 
; | ‘ « : a n Pe —e gn for ag em s new competition Agents New 
Se < « hy shire ri nels I 
: ) gents fe or , K be bel al Fra Advertising Service Ltd. This 
+6 (Kk , Se ‘ h Calico Printers p . Ss ations a P oF agency is also booking space im 
Association, are Dudley Turner & ‘“'ly papers and women’s maga- = pgtional and selected media for 
Vincent Ltd. an A Metal Products Ltd. (switch 
s “ < . . * 
* . * gear manufacturers), Millett Surp! 
= Tres Secrete Lid., have ppointed Supply Co (house hold Seen) and 
4 . . t hand! . 
You can't cover the West Refreshing S. y eee, Se el Ma = ar We eee — $ wear) 
atable * 
properly without the 3 | A new deodorant which does no bras Ex dvertising in , 
ll | ontain chlorophyll has been ding wo nagazines is. San — laus Mail Order Lid., are 
tt - " launched by the New Milton Supy scheduled ri October and re a national press for their 
——— j Co Lid This ww Kittv-Pak a Novemb oo = nd the doll’s own “home 
: | scientifically prepared n il for * ‘ * Sane + Agents Phillips 
\ , ath ] you at's toilet box that com Three new accounts for the Birm- ” — ae. 
4 | pletely dries, deod fabsorbs ingham off { Auger & Turner . * 
l 


\ < ll waste matter m y cl Ltd. 0 makers of Conroy 
\ ANd wits | | im aNNecessary Tink an + rd v " . th are 


g quite t : 
Advertising is and «Page = Ltd 


Wrykes Advertising Ltd. 


running new schemes for Peggy 


" | i now running son & Rose Lid engrocers, dress manufacturers 
: ithe | Agents: Auger & Turner Ltd. I P Bird. ta and general (magazines and national press), 
: \ Fro * . * outfitters € er I f gown ———" 
' ' . \ NS e * * turers nationa press), an 
\ AND WERALD WwW = _ . =<. ted Holman Advertising Ltd. hav: Athenia”” gowns (national press) 
\ cw series has started on Radio been appointed § fo Inter-Dens * . . 
y unn for Gateaux t cake medicated g nassagers Adve: A new scheme will begin this 
\ - manufacturers of Finglas, County tising begins shortly in London month for the Leon-Noe!l Group of 
Dublin. Agents: Arks Ltd. (Dublin) and selected prov areas fashion houses. Provincial papers 
* . * * will be used in areas covered by the 
Lantigen (England) Ltd. are PUBLIC RELATIONS Sranan bemaiinn aan dak temas 
starting a new s of programmes country meluding two new branches 
on R d Luxembourg n at wth ACCOUNTS » Hull and Plymouth. Mannequin 
te featuring piamist Anne de Nys. Th Sidney-Barton Ltd. have been ap parades are to be held as an addi- 
. programmes will b laved eve po d to hand publicity for tional promotion. Agents: Crossley 
7 Thursday evening Agents: T Short Brothers and Harland Ltd., ot & Co. Ltd. 
Browne Ltd. Belfast, the aircraf: manufacturers @ Continued on opposite page 
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MORE NEW CAMPAIGNS STOVE A EXAM RESULTS 


ADVERTISER'S WEEKLY 


Five hundred thousand special ‘ 
packs of Gala nai colour and i of the Pickup Medal i G. Pattenden (Landon). G. W 
matching hp colour are being or uv ghest aggregate marks, in Peacock (Upminster), P. G. 1 
offered im his week's issue of the 1 annual caamunation of the Pemberion (Stoke-on-Trent), G. H 
é Woman. The offer is being made to Incos ed Sales Managers’ Asso Pilsbury (Wollaton) A PI ev . 
imtreduce Gala nail colour uth a ciale s G. Amsworth of Liver (Tranmere), J \ G (Juarlon 
aw formula im a new triangular pool (London), H. E. Rawhnson (Wood 
bottle wih a broad base. Backing Dis on ratings were gained by ford Green), J. C. Reynolds (Ret : 
F the promotion iw advertising im R. E. Mortin (London), J Wood ford), D. A. Robbins (Woodley << 
% — m novaiaga Daily Mirror ward (Snustol), W. H. Wainwright Berks), S. L. Robinson i don) >» 
de press —— s (Burm um) and J T Peek J. C. Rogers (Morden), L. A. Rogers 
“ aon ‘Press Eachang & (Lond (Bristol), R. A. Rose (Menston-im 
Candidates who completed the Wharfedale) dD W ! Segar 
A record campaign for - final nation were: E. Banks (London), F. B. Simpson (K ingston- 
& Co., Lid., broke last week wih (Melton Mowbray), G. R. Bentley upon-Hull), D. Smuth (Blockburn) e 
a half-page in the Daily Mirror (Leed S. M. Benzic (Glasgow), D. S. Smith (Maidstone), R. A. G “ 
Other half-pages have been booked D. Carson (Doncaster), R. Clarke Stevens we RJ Why the HOME 
The schedule includes national and (Haywards Heath), C. V. G. Cooper ham) H Stokes (Birn COUNTIES NEWS- 
provincial newspapeis and periodi- (London),C. FE. Davies (Upminster), H. Sutcl fte (Bury) f 
cals. Supporting the press adver- J. G. M. Davis (New Barnet), N. G mond. Yorks), E. J PAPERS GROUP of 
tising : are filmicts, posters and display : xon (Urmston), R. T fies D. A. Torble (London), Hf ELEVEN = individ- 
a campaign features (London), R. F. Gellatley (Man- Townley (Blackburn), J. G. G. Wass ual LOCAL newspapers is still 
th "Me geczones and Meggeson chester), N. Hallett (Littheborough) (Nottingham), D. Waudby (Leeds) 
yl tablets Agents 7 s. ~ 2 lenderson (Ontario), R l H. Wicks (London), J. A the dominating advertising force 
Caplin Lid. Hetherington (Newcastle-on-Tyne), Williamson (London), G. D. Wilsor in BEDS, HERTS and BUCKS — His 
* * * S. Howard Lucy (Carshalton), 8. G (London), C. Wintle (East Gria 
An extensive campaign is being Irwin (London), | J. Jenner «ead A. Wise (Newcas a organisation can — the 
4 launched by Aladdin Industries Ltd. (Slough), J. E. Johnsen (North Tyne), A. G. Wise (Potters Bar) information you require. 
~ for their lamps and heaters. Laree Shields), E. F. Kershaw (Birkdale) D. W. E. Wolfe (London) 


spaces have been booked in national P. K. Lee (London), F. I. R. Lees eoneeeeme 
and provincial newspapers, together (Leigh-on-Sea) K M Leslie 


- HOME COUNTIES 


’ 
with genera! int (London), J. R. Lewis (London), G 
spec alice pub Miles (Horsham), W. H. Nelson Dolan team s NEWSPAPERS GROUP 
Ww. Ss. Cranford lad (Brighton), H. D. Parton (Newcastle 


* on Tyne), G. Plaster (Preston), big job at 


Clain | to bh 4 biggest blanket W. D. Pooley (Liverpool), R 


dvi ng campaig °r launche Puddephatt (Manchester) J. Row- 
a B ad - . ‘ se . land (Paignton) D Roy Farnborough 


TRADE 
vcot 45 = _ 


ext ve} «6aadvertising (London), 
starts for Dormy blankets, made by D. N Rush ‘London), T t Patrick Dolan & Associ ales | LATEST AB.C. NET SALES 
Wormalds & Walker Lid. on Saunders (Richmond), G. 1 Ltd. handled all the public rela 126,765 
October 7 with a half-page space in Sebastian (Cheadle Hulme), J. Ser- tions activities surrounding the . 


the Daily Express. Other national Vice — (London) 2 Smith 


Represented in London by 
daily papers will also be used. The (Mitcham), J. A. Smith (London) 


introduction of the new Avro 698 


d » r elt mber . wit ITCHEN . . 
campaign 1s placed direct J. Stranks (Greenford), F. Stubbs world f —~ ue — p 10 Fleet = of gb 1900 
.* (Liverpool), A. Taylor (Leeds), R. J new Gloster Javelin, the world’s _— 
New advertising for Linda Leigh Thomas (London) Ww Wall first twin jet Delta fighter, and the PRA i a 
dresses and suits starts this week n (Burnicy), W. C. F. Ward (Bolton) supersonic Hawker Hunter, at the | = 
Woman, Everywoman, Home Notes J. A. I. Wheatley (London), R. G. Farnborough air display i 
Mother, Woman's Weekly, Home Williams (Plymouth). In addition to the London 
Chat, and Picturegoer The team of Pat Dolan. Bill Bern- 
campaign includes full pages in Qualifying Stage hardt, Frank Butters and Douglas | 
colour Agents - S. € aplin td. Candidates who have completed Black, PDA overseas men were 
* bd * the qualifying examination: A. W also working with the 1,000 press 
Extensive publicity backed by Arnold (Singapore), G I Ash correspondents who attended 
advertising in national, provincial (Cambridge), J. A. Baker (Altrinc- Among these aides were Pierre 


and trade press is a feature of anew ham), J. Biggin (Glasgow), D. W Rogout from Brussels, Kik 


van 
sales drive launched by Jonas Wood Bishop (London), D. G. Boadle Wulzen from Amsterdam and 
head & Sons Lid.. who are under- (Plymouth), J. E. Boardman (Bol- Frank Reynolds from Paris | 
taking a complete re organisation of ton), H. G. A. Briggs (B.A.O.R.), D ‘lan Davis Whitcombe & : 
their wholesale and retail trade for C. W. Brown (Hull), K. A. Brown ane ; a — a 5 
their Woodhead Monroe shock (Sale), E Burman (N. Ferriby), Stewart Lid. placed advertise ; 
absorbers. Dealer aid material is F. H. Catling (London), M. J. Cat- "ents 7g in with the show | 
also being issued A similar cam termole (Leicester), P. K. Chamber- - ’ : 
paign is being conducted in export lain (Halton, Leeds), B. Clegg | 
arcas overseas, Agenis: Nevin D. (Macclesfield), | D. Clement Techniques i um 
rst (Advertising) Lid. (Leeds) (London), A. W. Coates (Wallesey), 
* * * H. G. G. Cochran (Colwyn Bay) display lighting | 
Advertising has started in 8B. C. Cornelius (Enfield), R. € The imaugural meeting of the 
London evenings. London weekly Cowell (Dunedin, N.Z.) J. S. Curle Scottish branch of the British | 
and provincial papers in southern (Newcastle-on-Tyne), C Davis Pisplay Association in Glasgow 


England for Cristo Crisps, made by (Coventry), R. A. Dixon (Gates- on Friday. heard R. L. C. Tate 
W. Melhuish Lid. Pilot schemes have head), J. S. Dockerty (Coventry), sesk on the application of list 
been running for about a year but A. E. Edwards (Exeter), J. E. * "t a d he pe ‘d end - Ii y 
this is the first extensive campaign Edwards (Birkenhead), C. H. Faw- ing to window and interic e 
for the new crisp Grocery and cet (London), G. M. Fisher (Birm- Outs 


catering papers are also being used ingham), F. Garforth (Mirfield), Mr. Tate urged the use of 

Agents: T. Booth Waddicor & Part- GG. T. George (London), P. L. Good- fluorescent lighting in places of 

ners Ltd. win (South Godstone), J w. slot lamps for window displays | 
* . * Grainger (Nottingham), J. Halliday and pointed to the necessity and 


A new series adver tisin «| (Manchester), C. Halstead (Leeds), 
Punch ultimate ticket _= B. S. Hashagen (Leeds), P. E. Hewitt lights. He also drew attention to 
machines will occ upy half-pages and (London), D. G. Heywood (Shef- polished woodwork in some win 
large spaces in transport journals field), M. C. Hilher (Greenford), dows which reflected | shts a) 

me . utchi a own), ° ° “" hes . 
pte i a hanson oe. Hutton (Bolton), J. R. Ireland the reflector in lamps for spot- | FOR OIL COLOURS 
* * * ge ay ais " otha l oven gad oupeed and de = 
ones (Salford), L ing stratec Ow light can give ile | 

Ee 7 COU (Woodford Green), P. H. Kinslow to a display 
OVERSEAS ACCOUNTS (Gisomde Lee tBredtongy, Op tama. tichting in | WA Em COLOURS 
e Pickersgill - Publicity Service R.W ¥ Lockyer (iisorien) B.D a mode! shop window istrated 

ceeds) have been appointed agent« Lown (Liverpool), G cGonigle “ o Tr. tee : 
for the European Division of (Belvedere) “a P oclianins the effects of colour co trast. and POSTER COLOURS 
Machinecraft Inc. and Industrial (London), P. J. Mander (Coventry), Mr. Tate expressed his preference 
Plastics Inc. of Massachusetts, U.S.A., J. N. Minney (Wellingborough), for ordinary filament lamps for 
makers of textile machinery com- A. H. Moulding (Coventry), L. J. Silverware display GEORGE ROWNEY & CO LTD 
ponents. European trade papers will North (Barnet), B. T. O'Callaghan Chairman was S. A. Green, 
be used. (London), L. Patrick (Mansfield), display manager, S.C WS 10 PERCY STREET © LONDON ~ WI 


advantage of concealing the 
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LONDON ¢ OUNTY COUNCIL 


EVENING CLASSES 


preparing students for the 
DIPLOMA of the ADVERTISING 
ASSOCIATION are held at 


CATEORD COLLEGE OF 
PLASSY ROAD 


(COMMERCE 
KULSHEY GREEN 


CTY OF LONDON COLLEGE 
MOORGATE. E¢ 


(1 APHAM JL Ne 
PLOUGH 


11ON COLLEGE OF 
ROAD. SI 


COLLEGE FOR THI 
C HARING 


DISTRIBU TIVE 
( ROSS ROAD 


NORTH WESTERN 
PRINCE OF 


POLY TRCHNK 
WALES ROAD 


( lasses Commence Monday 


Copy of Prospectuses may be 


MOHN'S HILT 


September 22 


SES 


COMMERCHI 
SW.11 


TRADES 


WiL.2 


NW 


2 enroiment as 


obtained from the Principals 


(664) 


MERCURY DISPLAYS 


LIMITED 
DESIGN AND CONSTRUCTI 


EXHIBITION STANDS & 


SILKSCREEN PRINTING ~ SERVICING 


ON OF 


DISPLAYS 


STORAGE 


171 NEW BOND STREET WI! 


GROSVENOR 8711 - 10 L 
WORKS - 394 YORK ROAD - SWI8 


INES 
VANDYKE 3562 


‘Bet and Win’ theme 


for sales drive 
“Bet and Win s the 


heme of 
r intensiy pubuecity npaign 
being carried ou the Greyhound 
Express in north and east Lond 
) Oost salcs rf s two daly 
dinons. Seven » double lumn 
spaces have bx *ked im every 
ocal Newspaper . hy reas covered 
by the scheme oudspeaker vans 
posters display ards “a aoe ch 
men, and wire racks for newsagents 
ure being used 
* . * 
The Field wil! ceichbrate 100 years 
f publication with a combined cen 
nary and Ch 1 number which 
will be publish d Novembe 2 
This issuc will be irried out cn 
ly mn fine 4 p protus 


signed 
1 gold leaf 
. 


Chartes Buchan’s Football 
Monthly will announ n its Octo 
er pseu ym sale September 18. a 
ww mM pe won desianed to boc 
rculation Priz i offered 
nembh« f Buct s Bovs’ Clu 
w sending in a lst of frends, with 
addresses. who ha been shown 
he Octob« "s Poin “ t 
given for cach on the lis 
wih a pecia bonus fo hos 
ready or wh promise r 
regular readers 
j New rugger journal 
t su porting pub 
son, the Rugbs I caxue re me 
ha 24 pages mn 1 two-co 
ver. Two full pages of advertising 
irned. It ws p wed gradually 
m ase the siz of subsequent 
sucs Advertix nmi manager is 
John ¢ k { Man hesier, and 
h advertising gents Nevin OD 
Hirst (Advertising) “Lid Printers 
nd he Faweett & 


" pu 
(rreenwon 
. 


Publications News and Notes 


* 
The autumn issuc of The Times 
Britian « olonies Review is enlarged 
mages. It includes three new 
egular f atures which give news of 
Colonials in Britain and of pri 
cipal venis im bh ¢ olomes ind 
discusses Colonial finance and con 
ce 
* * * 
Jobs, described 8 ain’s firs 
national weekly f fully cl — 
nNpiovmne nt oy on Sak 
Wednesday, p id ( —_ fi - 
idvertising wil main fe 
ihahivided in Y 6 gr oups 
covering profess la business 
technica € ! ind manual 
sections Type area is 11 x 9 
inches, and the p ate is £40 
* . * } 
omorrow'’s (Froday) issue of 
me Aasegiane “ nelude a full | 
eport n arnborough with | 
pictures of the la “t aircraft | 
. * * | 
A special © ssue of Food 
Trade Review « vark the 21 
mmversary of imnal 
* * > 
Circulation of Daily Tele 
graph during August was 961.880 
copies a day 
> . * 
Current issue of British Vogue 
Export Book, opens with a nine-page 


Hustrated 


th photographs 


monthly Business 


ncreased from 


SILK SCREEN ARTS L'P 


97 SHIRLEY ROAD. CROTOON 
AODOISCOmMBE Bt47-8 


miGMEST GRADE SPEEDY SERVICE 


CLEAN © SHARP ) EXPRESS ¢ 
CRAFTSMANSHIP DELIVERY 


“DAY-GLO’? printers 


The Paper they clamour for with 
the local appeal. 
Bolton's Brightest Weekly and 
best for your advertising. 
80,000 readers weekly at a cost 
of approx. Id. per 1,000. 

8 - per s.c.i. 

If you wish to be up-to-date 
a“ must'’ for your 
appropriation. 
BOLTON STANDARD 


Victoria St., Bolton. Tel. 47423 
115 High Holborn, W.C.1 Chancery 87523 


FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


14 WENDEL RD. LonDON. w.I2 
SHOWCAROS POSTERS 
WINDOW BILLS CUT-OUTS ek 

LICENSED DAY-CLO PRrinteas ¥ 
photography 


advertising 


FULL COLOUR FACILITIES 
Official Photographers to the LONDON 200 


26a BREWER STREET, W.! 
GERRARD 6665 and 5668 


fact 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. ROBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S$. W.I! 
Tel. Nos. Battersea 5300 & 4886 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


CREATIVE 
COPYWRITER 


A senior winder ec 
to take charge of departme 

This is a acces position 
offering good opportunities 
with a medium sized London 
Agency which is old estab 


lished but progressive Pre 


vious Agency experence 1s 


essent and in addition to 
having the ability to write 
sound “copy” for a variety of 


national accounts it would be 
an advantage if applicant 
could prepare rough visuals 
for Studio guidance Age 
under 40. Write fully in first 
nstance, giving details of ex 
perience, Salary, etc.. to 
Box 1666 
Advertiser's Weekly 188 Fleet 6: EC4 


SUBSCRIPTION AGENTS required for 
mportant ] 


2 r 4 ur mais 
Good terms and ample assistance 
Rox 2613 Ad W 80 Fleet St EC4 
ASSISTANT SPAC ' BUYER required 
by agency specialising in erseas ad 


exp mec and salary required t 


Box 2656 Ad. Weekly 180 Ficet St BC4 


EXHIBITION 
AND 

DISPLAY 
REPRESENTATIVE 
with connection amongst 

NATIONAL ADVERTISERS 

REQUIRED 

Write in confidence to 


MERCURY DISPLAYS LTD. 
i7t New Bond Street, W.1 


NATIONAL ADVERTISER | in ) East Bere 


wants y sng mar 

after advertising and salcs promotion. 
heip with pack and product design and 
take Jeve pment 
keene prortunity for 
prac rounder wi th 
rea Executives’ 

mk Wrote age 


me, & 
Ad Weekly 180 Pleet St EC4 


LAYOUT 
ARTIST 


required by London Adver- 
tising Agency Ability to 
produce good slick layouts 
Knowledge of type and 
Agency experience essential 
State age and salary re 
quired to 


Box 2672 
Advertiser's Weekly 180 Fieet St EC4 


RATES | PROINTMENTS VAC pom Me. 64. per Gime, 405. per Giepiay panei 
lee pane! 


APPOL. (MENTS WANTED, 
Aansite 


‘eckly,” 180 Pleet Street, Londen, E44. 


- tag these 


APPOINTMENTS VACA 


a a ADVERTISEMENT 
| SPA valesman required 
pate wepaper in North leiden 
Eaxce earning prospects for go 
acth with pmitiative Apply by ictter 
with Sctais of age and experience 
to 
Bon Ad Weekly 180 Pleet & BC4 
ADVERTISEMENT CANVASSERS re 
quired tperienced and w ne ww Wave 
t. * publication with strong appeal & 
verseas visitors to Great Britain Good 


commiswon and fares 
Box 2008 Ad. Weekly 180 Fleet St BC4 


FIRST CLASS 


LETTERING 
ARTISTS 
REQUIRED 
se 


Please apply to 


CHAMBERLAIN STUDIOS LTD. 
2 LUOGATE HILL, E.C 4 
Central 3570 


FIRST CLASS lettering and general 
artists required for West End Studio 
Experienced men only need apply 
Write ficst for appointment stating a 
perience and salary required 
Box 2659 Ad. Weekly 180 Fleet St EC4 

MOTOR INDUSTRY—EAST AFRICA: 
Salesmen required by icading Distri- 


butor Trade experience deawabic 
particularly in Commercial Vehicies and 
Motor Cyc Generous terms includ 


4 housing ~ GuannaEn medica! attention, 
leave and Provident Fund Two 
ne tour Apply giving full details 
of career 
Box 2654 Ad. Weekly 180 Fleet St BC4 
ADVERTISING. IN LIVERPOOL. Young 
man required by wad! known Company 
‘© «assist with Catalogue Production 
and with general activitics of the Pub. 
icity Department Must bave good 
knowledge of print. and preferably with 
some creative ability The post & per 
manent. progressive and pensionabic 
State age. education — is of experi- 
eme and salary required 
Box 2611 Ad. Weekly 180 Fleet St BCs 


LETTERING 
ARTIST 


required Smal! growing Studio have 
a vacancy for young Artist im his carly 
206, who i ambitious and keen 
Write for appointment to 


Box 1668 
Advertiser's Weekly 180 Fleet 6: EC4 


ar ASSISTANT required for prepara- 
on of gramophone record literature. 
Typ ma and knowledge of Printer’s 


corrections essential S-da week 
V.". “Columbia “Parlophone 

Advertising Department Apply in 

writing to Personne! Department. 


EMI Lumited. Hayes, Middlesex 
EXECUTIVE required by nationalty- 
known outdoor advertising Company 
Applications, giving full details of ex- 
perience with age and salary required. 
should be made only by those with 
wide Knowledge and general experience 
of poster sites in all parts of the 
country 
Box 2583 Ad. Weekly 180 Fleet St BC4 
LAYOUT. Vacancy exists with London 
Agency for a fully experienced Agency- 
trained Layout Artist 
Me of producing first class pencil 
nd visualsing when necessary 
ting ag¢, experience and salary 


regued. to 
Box 2592 Ad. Weekly 180 Fleet St BCs 


‘Phone your Classifieds to CHA 8844 (Ex 


DUCTION DRAUGHTSMAN & 
we ummediately for approa ye 
four Ww om 
first cass drawings for 
neers year book Applicants who must 
be thoroughly caperienced in thu type 
ot work should apply in writing sath 
capervence and salary expected | Sua 
Durector, Morgan Brothers (Publishers) 
Led, 28 Easex Street, Sand, W C2 


LAYOUT ARTIST 
Vacancy exists for experienced man 
Capable of producing layouts in penci! 
and colour. Typographical knowledge 
essential. Apply with specimens to 


A eesecs MAIL MAN adic & 
good sab 


Jarge Londoa Publish: ne 
w 


2643 Ad. Weekly 180 Fieet & BOS 


HAVE YOU AN EYE FOR SITES! 
Experienced Site Finders required by 


POSTERS 


OUTDOOR 
REPRESENTATIVE 
REQUIRED 


A leading Advertising ney 
with headquarters in LONDON 
has a vacancy for young man, 
resident in or adjacent to 
LIVERPOOL, LEEDS and 
NOTTINGHAM, as a BUYER- 
INSPECTOR of poster sites 
Car provided, pension scheme 
Please write giving age, experi- 


ence and salary requi to 
personnel secretary, 
Box 1648 


Adverticer's Weekly 180 Fleet 6 EOE 


Outdoor Advertising 
Permanent positions offering generous 


available to the right men 


novertienr’ . Weekly 180 Fleet 6: ECS 


of blocks and type faces and be 


and salary required to 
2590 Ad. Weekly 180 Fleet & BC4 


EXPANDING Loodons mcy requires 


book-keeping a 
Method«xal mind 


experience and salary required w 
fox 2660 Ad Weekly 180 Fleet S: BC 4 


INTERESTING good COM 
M 


NG SCOPE kk 

ERCIAL ARTISTS General iilue- 
tration lettering etc Advertising 
Agemy Studio in North West. Pleasant 
conditiom and surroundings Good 
Prospects Previous experience caecn- 
val, Send details, wages required and 
6 recent specimens (returnable) in con 
fidence to Managing Director 
Box 2651 Ad. Weekly 180 Fleet St BC4 


Crr 


Colman Prentis and Varley Limited 
require a studio group leader capable 
of handling national accounts. Write to 
the Staff Manager giving full details of 
experience and salary required (no 


specimens. ) 


COLMAN PRENTIS AND VARLEY LTD. 
34 Grosvenor Street, London, W.1 


ee 


ee 
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ADVERTISER'S WELALY 


COPYWRITER 
WANTED 


" ‘2 “ h 
‘ ehamye { good adver 
g State «fly your rea 
why ) not meclhude 
Rot 1 " Company 
‘ nfs in you st) Wr 
to Coy Director, The R 
breema C ompar Limited 


“A CHAVEN & SON LED. vequire 
“ . 


Manwe 4 
* ! . . - . = “ea 
are . i * t , a 
8 m “ Me 
. ’ ‘ bam hw 
. ’ ona 
: “ Ine 
‘7 ” 
« “ na 
Managing 1) M er 
I » Almoed Works 
York 
FIRST CLASS ALLROUND COM 
MERCIAL ARTIST «0b woo Ay 
ape “ “a ad 4 ' t 
Agency giving details of 
‘ ame and sala juired 
No « ’ fest instan Stud 
Manag 
Kos Ad Weekly 180 Fleet St BCS 


Situations Vacant: “The 


em eser ment ane wcring 
ey a ae a ro 1 — FS t 
Agrees @ the applicant & & man seed 15-464 inctasive of 2 women aged 18-59 inchssive D 


ier 


476 


CLASSIFIED ADVERTISEMENTS | 


Serremper 11, 1952 


| bie VACANT 


— 1 = 


ARTIST foc Packaging 
adic { good mosern 


these adverthemest: mast 


he of she, @ the employment, & excepted from the provisiogs of the Mom Partners Lid. 1 
Notification of Vacancies Order 1951." Ca i 


wir av mmpicted 
ven 2 j an Ad 

in Migh Holborn W 

the Producton Depart 


Mating age) education 


Ad 
TERING 


Weekly 140 Fleet St PC4 
AND eed AnTest 
Ne 


' expenieme exser 
ex 2h Ad Weekly 80 F Sw Ecs 
PU BLICTTY ASSISTANT Ow vt 
t i“ i ‘ Ihecatraa PF 
mt Shorthand-yping oand = some 
knowledge of print 
Bon 287) Ad Weekly 180 Pleet St C4 


y 


of 
I 

a 
n 


la 


Advertising Agency experience 


Advertioer’s Weekly 180 Fleet 61 EC4 


PRODUCTION 
EXECUTIVE 


oung Man or Woman with 


SCHEDULES 
ION and 
red Dy we! 
zg Company 
m to 


PRODUC. 
COSTING re 
known Publish 
tO @ct aS assis 


Promotion Manager 


Box 1676 


APPOINTMENTS VACA 


ARTIST. 
i) 


London Studio has a further 
e i 


stating age aperion 
it 


a 2591 Ad Weekly 180 Ficet St C4 


YOUNG A 
285 REGENT 


An additional senior 
ACCOUNT EXECUTIVE 


will be appointed 


within the next two months 
by 


YOUNG & RUBICAM LTD. 


IHL MANAGING DIRECTOR 
KRU BICAM LTD. 
EET, 


STR 


Wut 


he treated m 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


PXCELLENT OPPORTUNITY for yours 
™ th 


BOOK KEEPER a for Purchase P " nthe { 

acs f m sz Agcm y ” — — 

Write fully in nidence, stating cx appixant is rcally Kee ——— 
perience. age and salar’ & £2,000 & required Rep 


Bou 2663 Ad Weekly LW Pleet S BCs Box 2642 Ad Weekly I? Pieet St EC4 


An important vaconcy occurs in a well-known Advertising 
Agency specialising in Overseas publicity, for a 


SENIOR ACCOUNT EXECUTIVE 


The appointment offers excellent prospects and calls 
for a man in the 32-38 age group, preferably with experience 
on both the Agency and the Client side. A sound all-round 
knowledge of modern advertising technique and procedure, 
and a competent grasp of the basic essentials of technical 
production processing, printing, etc. are necessary 
Overseas experience, particularly in tropical countries, 
would be an asset 

A first essential is that the man appointed should have 
a good education and possess a pleasing personality, 
approach and appearance 

After a suitable period, which would probably include 
a short spel! of duty abroad, the appointment would involve 
complete responsibility for a number of the firm's advertis- 
ing accounts. Duties would include full contact with clients, 
preparation of Schedules; briefing of Studio and Production 
staff; and the instruction of Associate Companies overseas 

The appointment carries an appropriate salary and 
Superannuation facilities are available 

Please write giving full details of personal background 
and business history, to 


Box 2642 Advertiser's Weekly, 180 Fleet St., London, E.C.4 


A Fst CLASS ADY ERTENG EXE. RETOUC ae with first rate experi- 
anted by cad n and ener 


ng technica) Ke " 


pete mY ‘ iwer<copywiitar cols quire 
apa (rhrough he Studs with congcmal 
mow sianding adver vl Lions rangement 


and other with reasonable cm f work 
media ements nclude Box 2650 Ad Weekly 180 Fleet St EC4 
natura ped sense and 
know plus a quick 


grasp of the falc Icaluten of al tech YOUNG 
| = PRODUCTION 


ms ee) 

— > = pe MAN WANTED 

ship 

Box ly 180 Fleet St BC4 Good technical knowledge; 
able to manage production 


side of large national account. 
Opportunity for keen meticu- 


Attractive opportunity in London lous man. Write, giving full 
Duplay end Exhibition Contractors details of age, experience, 
foe Sales Exccw Must be ve ' 

» : . salary required Secretary, 
man of proved sales ability Every 
eupgort from 30.000 sa. ft. crapaise Robert Freeman Company 
thon completely equpped Right man Ltd.. 22 Hill Street, W.1. 
flered Directorship following proba 
wonary peered ADD x ations : with ARTUEST required for tayout and letter- 
full details picase ‘identially t ing dup halftone and line 
Managing Director \ll members of | work olour a 
t : ‘ th ‘ black-making and typography nowt. 
ut staff are awa us advertise eter 7 ioerenl guadeston eat one 
ment Necring subjects an advantage. Sco 
Box 1667 for exercising own ideas. Salary £500 
nm 1 ic id., 
Advertiser's Weekly 180 Fleet St EC4 per annum Sawell ony icarions Lt 


phone Central 434) 


THE COUNCHL OF INDUSTRIAL _— 
DESIGN requires an awistam for the LAYOUT ARTIST 
Art Director, w auad working know! opportunity for creative agency man 
edge of printing cues. cstienatins abic to produce good finshed layouts 
and typography. Sta sae Write, stating age, cxperience and 
according W experience, £430-€495 i , 
rouing 6s f son Scheme salary & 
Applications writ eving age = F. JOHN ROE LIMITED 
caven, Qualfkatons and sis ch 
with sa ) & Estab shment 20 St. Ann's Square 
Of ounce wustrial Design Manchester. 2. (Tel. BL Ackfriars 9786) 
Tilbury Ho muse, Petty France, SWI 


————— = Pe 
| : 
P| = Road, 
i | pa want a citer © YOUNG MA 
A P Ww giv g f on Ww ] 
iy jeta { ag educa ‘ & 
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- fy ’ should write to 
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Serremper 11, 1952 


‘CLASSIFIED ADVERTISEMENTS | 


Well known London Studio 
handling National accounts 
requires 


FIGURE and GENERAL 
RETO UCH ER 


A KIGH FINISH 
LETTERER 


Top salaries according} to 
ability for first class men. 
5 day week. 

Wree PULL details to Sou 2670 
Advertiser's Weekly 160 Fleet St EC4 


rence im genera 


_— n 12 
Productions Limited. 65 Long Acre 
wo. Phone: TEM 5667 


ABBEY DISPLAY 
COMPANY LIMITED 
Specialists in Point-of-Sale Advertising 


are entlarging their design 
Studio and invite applications 


from 


Creative artists thoroughly 


experienced in constructional 
and graphic design for show- 
cards, 


cut-outs, crowners, dis- 


play stands—all 
printed point-of-sale advertis- 


ing material. 


forms of 


This is an expanding company 

offering good progressive jobs 

to keen experienced men. 
Phone for appointment to 


Studio Manager 
Grosvenor 832! 
THE ABBEY DISPLAY CO. LIMITED 


49 CHARLES STREET, BERKELEY SQ 
LONDON, W.! 


SPACE SALESMAN required for new 
annua with novel appeal Eaxcelient 
Prospects and good commission Doran 
Press Lid.. Suite 1, 120 Wigmore Street 
Wl. WELbeck § 


WANTED 
ANUNUSUAL @8 
COMBINATION 


(Our appropriation runs well into 
five figures, and is devoted to selling 
4 areat number of small items. Hand 
long such advertising calls for a man 
with ideas and initiative but with both 
feet on the ground # that he can give 
thorough and conscientious attention 
t detail We are prepared & pay 
£500 a year for the right man. If 
you are interested, write at once to 
The Managing Director 


Box 2669 
Advertiser's Weekly 180 Fleet $1 EC4 


YOUNG SPACE-SALESMEN required in 


Small Display Advertisement Depart. 
ment of well-known Ficet Street group 
of penodica pubishing companies 
The i& an opportunity for a young man 
to estamish humec!f m pubhshing 
Salary it-t per week. which will be 
mereased aS soon as fesulls warrant 
Particulars { age and experience. in 


strict confidence two. 
Box 4980 Ad. Weekly 180 Pleet S: BC4 


APPOINTMENTS VACANT 


LAYOUT. Experienced man required 
' “=n spercteme > in adver 
tung Picase ring: MAI 8792 

“WOMAN” requires sub-cditor with 
ciperence if me sng preparing 
“ox s features on national Gailics 
and women's magazines Preferred 
aec-group 25-35 year. Apply in writing 
bs Hah Holborn, ci 
Ady sr wih printing aed publish 


‘ forests “ecks & yOungish man 
Ae ¥ wamed all 
~ fimtly 2 Sew 
Agony Must be adic t negotiate 
at executive level A genuine opportu 
oy for the right man. Details in com 
fidence wo 


Adverusing 


Box 2422 
Advertiser's Weekly 180 Fleet $1 EC4 


APPOINTMENTS WANTED 


YOUNG ADVERTISEMENT Representa- 

sechs position with scope. London 

Box 2658 Ad. Weekly 180 Fleet St BC4 

GENERAL ARTIST sccks position 
lanancal sutects preferred 

Box 2674 Ad. Weekly 180 Fleet Si BC4 

i oe Private Secre 

Cesta. 


(WHitehall $924). We specialise in 

effi cnt personne! 

ADVERTISING MAN, 20 years’ experi- 
ence 19 large and medium-sized agencies, 


expert on mechanical production and 
copy~<onmtact, at present advertising 
manager world-wide business. secks 
advertuing ma or key position 


m agency 
Box 2657 Ad. Weekly 180 Fleet St BCs 
REPRESENTATIVE, aged twenty-cigh 
<i education, sound knowledge 
printing trade with connection capable 
of expansion, desires 


iii 


PPOINTMENTS WA 


ADVERTISING MANAGER GOD sccks 
Adver 


vnasenal 
Agony caper 
, Chest contact 
mming, Press and 
Box 2665 Ad. Weekly 180 Pie & ECS 
YOUNG WOMAN (os). 4 years’ pro- 


ducong techinkal publications ~" word 
famous aircraft manulac requuces 
~> im London Agony \ ernatiie 
writer Qunpeten typeset cng inheering 
ecaperiemce and good ofgenming abiliiy 
tre me Phone City S648 of 
write: RU DD. 67 Court Avenue, Old 
Coulsdon, Surrey 
JUNTOR ARTIST. Y ady, 22. 3 
- ciperenoac in tives fields of 
Commerca. art hing house 
swudw aw advertusing agemy 
Lettering and layout Keen w learn 


more Any offers’ 
Box 2664 Ad Weekly 180 Fleet St BC4 


Al present in sole charge, as General 
Manager of leading agency the 
Colomes. Under thaty but has held 
Present post for nearly three year, 


owveTscas 
experience top level contact plus 
numate knowledge overseas markets, 
trends and modes of operation Pre- 
sent salary weil into four figure range 
but imterest and future scope more 
important than cash com defatwms at 
this stage Would prefer positicos 
manufacturing organwation 
operating on national scale but possi. 
bility of future director status within 
agency big inducement 
Pi Bex 2647 
“ Advertiser’ cokly,”” 180 Fleet St, 
£.C.4, and compicte details of career 
and capericnce wil) be avaiable by 
feturn air mail 


amistant to Works Manager 

Or similar position Appty 

Box 2644 Ad. Weekly 180 Fleet St BC4 
WANTED IN MANCHESTER. Ano ap 
with an agency or the pub- 
liety deparument of an organisation 
where @ thorough knowledge of publi 
city and print can be put to good use 
Considerable agency cxuperience in the 
North Contact, production, print-—-is 
fact, all aspects of modern Sévertsing 
Aay offefs to this man of 317 
Box 2655 Ad. Weekly 180 Fleet St BC4 


YOUNG MAN 
AGED 21 


wishes to make advertising his 
career and asks for an engage- 
ment with an advertising agency 
where his prospect of promotion 
would be good if his work should 
justify it. Educated public school, 
one year university. National 
Service 1950. Commissioned R.A. 
April 1951. National Service ends 
September 20 next. Please reply 


Box 2645 
Advertiser's Weekly 180 Fleet St E04 


PROGRESSIVE ADVERTISING MANA- 
GER cmployed on technica) publicity 
on approbation of £25/30.000, secks 
opening where wide knowledge can be 
more fully utilised Compictely ex- 
Perienced with —— Routine, Print, 
Block and Art Buy 
Box 2649 Ad Weekly 180 Fleet St BC4 


A first class Copywriter would 
welcome Opportunity to dis- 
cuss a new post with interested 
Agencies. Please write 


Box 267! 
Advertiser's Weekly 188 Fleet 6 EC4 


VISUALISER, L.S.LA., 29 4 
agency experience On Important national 
counts, some F_A.W. and typography, 
seeks respomsible position with progres. 
sive agency 
Box 2638 Ad. Weekly 180 Fleet St BC4 


‘Phone your Classifieds 


1 AM 26, with cuperience in copywriting. 
beck ordering and chet pup 
weitty department work can handic 
orm ~=from art tw 
teresis typography copy 
4&4 suitable opening. picasc 

Box 2675 Ad. Weekly 180 bees B® bce 


AMERICAN WOMAN COPYWRITER 


with many years’ experience in British 
and Amerkan agencics—offers her 
services for free-lance work and edi- 
torial publicity. Specialised knowledge 
of cosmetic afd fashion advertising 
and the woman's angle generally 


Box 2653 
Advertiser's Weekly 180 Fleet 61 E04 


FREE LANCE SERVICES 


POSTERS—<Giiasgow and Edinburgh to 


perience. secks additional agencies 
Box 2637 Ad. Weekly 180 Fleet & BCs 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS, 


Book Jackew. Advertsing Folders, 
e., by photolitho of ietierpres 
(own photoitho process plan.) 
CARILLON PRESS LTD. 

Fine Colour Printers, Bournemouth 

Boscombe 168)5 
Loados Office: 98-100 Fieet St... B.C.4 
Phone: CENtra! 1740 


REPRESENTATIVE with cxcusive scorns 
to Process Engraving works, Printng, 
Stationery, Letterheads Speedy and 

mona attention 


moe 
Box 2630 Ad Weekly 18 Fieet St BCA 


Subscribed chemical moth evoted 
© sales and wants ads patronecd by 
leading Houses om base for 
development intr on =f 
Trade Advertisements ( pete with 


addressing machine and plate 
im & sec GON henna 
allied = industrics Particulars from 


1646 
Advertionr’s Weekly 180 Fleet St ECE 


ADVERTISER'S WEEKLY 


ESS OPPORTUNITIES 


DUPLICATING, highest standard. 
capacity available § rating customers 
stencils or complete & Watson 
Secretarial Service, 2 m= Street. 


Wci. REO 17% 


Owner of well-established 
London Advertising Agency 
(not large) would like to dis- 
cuss a proposal with younger 
sound Agency 
experience and good persona! 
record in handling accounts 
Suitable man will be capable 
of playing full part in Agency 
operation and expansion. Pro- 
posal envisages immediate 
executive appointment fol- 
lowed by substantial partner- 
ship. Capital can be arranged. 
Write in confidence to 


Box 2677 
Advertiser's Weekly 180 Fleet St EO4 


man having 


ACCOMMOD 


ay HOLBORN, WA.) \Adj.). Entire 
x 43,750 


ps. No Prem s 
A PARTNERS. 1S South Molton Street, 
w AY 9933 (5 lines) 


MIDDLESEX COUNTY COUNCIL 
EDUCATION COMMITTEE 
Evening clases preparing students 
for the Intermediate and Fina! Exam 
nations of the Advertising Association 
are held at EALING TECHNICAL 


COLLEGE WARWICK ROAD 
EALING, W.5 
Enrolments; 15th to 18th Septem- 


ber, 6.04.10 om 
Classes commence. T2nd September 
Copy of the prospectus may be 
obtained on applkation Ww the 
Principal 
Cc. BE. OURR 
Chie! Education Officer 


uirHo 


RINTERS 


MIDLAND LETTERPRESS printers in- 
vite )§6inguities «from publishers for 
inting one of more periodicals 
tary pres available if required, also 
Paper Keen prices. All inquiries 
handied promptly and in confidence. 
Box 2533 Ad. Weekly 180 Fleet St BCS 
PRINTING. 
work at & competitive price 
sheet, brochures, labels le 
The Wes: Yorkshire Printing Co Led 
(Creorge Street Wakefield 


LONDON PRINTERS wish wo acquire a 
~~ 


small monthly trade of similar 
Preferably « publication that has 
down and which has possibilitics = 
fesuacitation 

Box 2640 Ad. Weekly 180 Fleet St BC4 


SPECIAL ANNO MENTS 


See Sept. 4 issue of Advertiser's 
Weekly, pages 412 and 413 for 
the Advertising Services & 
Supplies Section. October 2 
will be the next issue, contain- 
ing these Services. 


to CHA 8844 (Ex 25) 
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Scrabo Tower, Newtownards, Co. Down. 


Belfast Nefus- Wetter 


Established 1737 


Northern Ireland's Premier Newspaper 


Advertisement Manager: W. M. CHAPMAN 
Lendon Manager: ERNEST METCALFE, 85. Fleet Street 


y Vf MODELS give 


PERFECTION a design and 
formance 
i AEROGRAPH 


ala 


LOWER | 
PRICE 


TYPE ns 
AIRBRUSH 


TYPE NSE 
AIRBRUSH 


Ask your dealer for full details or write to» 


THE AEROGRAPH CO.LTD. Lower Syoennam. | 


LONDON, S.E.26. 440 47 e:eMincHam BRISTOL - GLASGOW - MANCHESTER 


THURSOAY, SepremBer 11, 1952 


BETTER SELLING 


EXHIBITION 


I ‘ROOK Projector shows up 
b es of souad film tp daylight, repeating 
Ime Saitely 


to 0 


Avaviatle on hire 


POINT OF SALE 


The ‘AMPRO" repeater—the projector in a sult- 
case. Ideal for showing sound films of up to 10 
minutes to small 


audiences—or in one man's 


office. Film anenmtety te-wound. Price £242. 


SALES TRAINING 


The SOUND FILM 


STRIP projector 
with screen and 
loudspeaker incor 
porated. Simple 
operation Your 
Message memorably 
presented to your 
representatives —or 


to the retailer 


Price £58.64 


bor full information 
please write to: The Sales Manager 


SOUND-SERVICES LTD 


209 KINGSTON ROAD, LONDON, 8.W.19 


dn associate « 


TELEPHONE LIBERTY 4291 


of the Film Producers Guild. 


— STOP PRESS — 


‘REVEILLE’ 
RATES UP 


“Reveille” rates up to £15 per 
s.c.i. run of paper beginning Novem- 
ber 14 : rise” 


_ 


s.c.i. based on 2,700,000. Figure 
September 5 iss 5 issue we 3,200,000. 


| Thomson. 
BOAC DISPLAY MAN |, 


ON THEFT CHARGE 


James Ronald Tyas 54, display 
ndent, Grovelands Road, 
Purley, Surrey, charged at Brent- 
ford with a total “ £6,844 ry 


four ween February 

1951, it 3 or | from us 
aon Ay OA at Airways 
House, Great West” “Road, Brent- 


ford. Tyas and Reginald Winfred 
John Oldrey, 38, a woodworker, of 
Gospatrick Road, 
were accused of being 
together in stealing £1,050 on Janu- 
ary 26 1951, and £978 16s. on 
August 28, 7 ~~ their em- 
ployers, B.O. — = 
adjourned until a. F 22. 

Sgt. William Me fillan, of quer. 
land Yard's company fraud depart- 


| ment, said that the total defaications 


may exceed £15,000. The two men 
were allowed bail each in his owe 


recognisance of £500 and one 
surety in similar amount. 
“Daily Telegraph” is to be in- 


creased from eight to ten pages 


daily. 


THOMSON STRIKE 
DEVELOPMENTS 


Natsopa are awaiting results of 
to-da between 
edera- 


Trades 

on 
“ 

. Cc 
* Associa- 
attitude in event of attempts to pre- 
vent newsprint deliveries unless reels 
were labelled with of con- 


NEW CAMPAI CAMPAIGNS 


lighthearted 
campaigns for Teepol shipping 
press and for Teepol and 
Lensex in textile trade press. Agents : 
. S. Crawford Lid Humorous 
treatment will also characterise 
Crawford scheme for Powers-Samas 
A i Machi Schedul 


dailies and Sun- 
days, provincials, and trade press. 


Aldwych Club innovation 


September |', 1952. Printed 


Published by the Proprietors, sey PUBLICATIONS, itd., at their office at 180, Fleet Street, London, E.C.4 
in England by Printers Limited at their Great Titchfield Screet, London, 


(Phone: Chancery 8844 ) 
establishment. 
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